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EFFECTS  OF  TOURISM  AS  A  TOOL  FOR 
RURAL  ECONOMIC  DEVELOPMENT 


MONDAY,  OCTOBER  4,  1993 

House  of  Representatives, 
Subcommittee  on  Procurement, 

Taxation,  and  Tourism, 
Committee  on  Small  Business, 

Washington,  DC. 

The  subcommittee  met,  pursuant  to  notice,  at  9  a.m.,  in  the  City 
Hall,  City  Council  Chambers,  Wilmington,  NC,  Hon.  James  H. 
Bilbray  (chairman  of  the  subcommittee)  presiding. 

Chairman  Bilbray.  The  hearing  of  the  subcommittee  will  come 
to  order.  Ladies  and  gentlemen,  it  is  indeed  a  pleasure  for  me  to 
convene  this  field  hearing  of  the  Subcommittee  on  Procurement, 
Taxation,  and  Tourism,  at  the  invitation  of  Congressman  Eva  Clay- 
ton. 

Today  the  subcommittee  continues  its  investigation  into  the  ef- 
fects that  tourism — particularly  the  effects  that  Federal  tourism  ef- 
forts— are  having  on  communities  throughout  our  country.  As  in 
our  previous  hearing  in  Alexandria,  Louisiana,  Wilmington  and  the 
coastal  areas  of  northeastern  and  southeastern  North  Carolina  are 
also  seeing  the  direct  effect  of  tourism  on  their  economic  develop- 
ment. 

The  numbers  clearly  show  the  tremendous  effect  that  tourism  is 
having  on  this  State.  Recent  data  shows  that  Wilmington, 
Wrightsville  Beach,  Carolina  Beach,  and  the  Kure  Beach  area  are 
currently  ranked  9th  in  the  State,  with  $171  million  in  travel  ex- 
penditures. This  has  accounted  for  $48  million  in  payroll,  and  ap- 
proximately 6,400  jobs,  with  thousands  more  indirectly  created.  By 
the  year  2000  it  is  anticipated  that  tourism  will  be  the  number  one 
industry  in  the  State  of  North  Carolina.  The  economic  impact  of  do- 
mestic tourism  on  North  Carolina  has  been  reported  at  $7.2  billion 
for  1991,  and  expected  to  be  $7.3  bilHon  for  1993. 

Wilmington  is  not  only  a  beautiful  location  for  this  hearing,  but 
a  prime  example  of  a  success  story  due,  in  large  part,  to  tourism 
development.  What  I  have  seen  thus  far  is  an  example  that  I  hope 
could  be  used  in  other  parts  of  the  State  and  the  country. 

The  example  of  Wilmington  could  be  of  particular  assistance  to 
the  northeastern  and  central  coastal  areas  of  the  State.  I  am  aware 
that  many  of  the  counties  in  the  northeastern  part  of  the  State  con- 
tain many  of  the  most  distressed  counties  in  the  United  States.  The 
clear  correlation  between  lower  unemployment  rates  and  areas 
with  a  high  tourism  work  force  should  lead  to  a  greater  emphasis 
toward  tourism  development  in  distressed  areas.  As  the  State  of 
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North  Carolina  implements  a  regional  economic  strategy  which  is 
water-based  and  tourism  driven,  these  areas  should  see  a  marked 
improvement  in  economic  conditions. 

This  development  will  certain  require  much  greater  emphasis  in 
infrastructure  and  highway  development,  along  with  the  commit- 
ment of  local  and  Federal  officials.  I  particularly  look  forward  to  re- 
ceiving the  witnesses'  views  on  these  specific  thoughts. 

I  am  most  impressed  by  the  individuals  that  will  be  testifying 
today  before  the  subcommittee.  Not  onlv  do  I  believe  we  have  a 
first-rate  panel  of  representatives  from  the  local  economic  develop- 
ment and  small  business  community,  but  I  am  also  thankful  for  the 
Federal  Government's  interest  in  this  issue  in  the  form  of  Dr.  Keel 
from  the  SBA,  and  Dr.  Edgell,  representing  the  U.S.  Travel  and 
Tourism  Administration.  Dr.  Edgell's  presence  is  particularly,  wel- 
comed, as  he  is  universally  acknowledged  to  be  one  of  the  leading, 
if  not  the  leading  expert  in  rural  tourism  development  in  the  coun- 
try. 

Again,  I  thank  Congressman  Clayton  and  the  city  of  Wilmington 
for  hosting  us  here  today,  and  look  forward  to  the  testimony  we 
will  be  receiving.  At  this  time  I  would  like  to  defer  to  my  colleague 
and  a  member  of  the  subcommittee,  Mrs.  Clayton. s 

[Chairman  Bilbray's  statement  may  be  found  in  the  appendix.] 

Ms.  Clayton.  Thank  you,  Mr.  Chairman.  I  want  to  thank  Chair- 
man Bilbray  very  much  for  agreeing  to  hold  one  of  the  two  field 
hearings  on  tourism  development  in  North  Carolina.  There  were 
only  two  in  the  country,  and  to  have  Wilmington,  especially  as  a 
part  of  the  First  Congressional  District,  I  am  very  grateful.  I  am 
sure  that  he  has  found  that  not  only  the  city  of  Wilmington  is  very 
beautiful  and  welcomed,  but  as  well  as  its  people. 

I  also  want  to  extend  my  sincere  gratitude  to  the  mayor  of  the 
city,  and  the  chairman  and  the  members  of  the  New  Hanover 
County  Commission  for  their  wonderful  hospitality  and  assistance. 
They  and  their  staffs  have  worked  diligently  in  helping  us  to  put 
this  hearing  together,  and  provide  us  with  a  wonderful  and  enlight- 
ening tour  of  the  county.  I  truly  appreciate  all  of  the  efforts  on  our 
behalf.  To  the  panels  of  witnesses  who  have  agreed  to  testify  before 
the  subcommittee  today,  many  of  whom  have  traveled  great  dis- 
tances to  be  here,  I  thank  you  for  your  thoughtful  testimony. 

Eastern  North  Carolina  has  some  of  the  most  distressed  counties, 
as  you  have  already  heard  mentioned.  There  is  a  shortage  of  em- 
ployment opportunities,  inadequate  infrastructure,  including  trans- 
portation, natural  gas,  water  treatment  system.  Yet  eastern  North 
Carolina  is  home  to  the  largest  SOUNDSystem  and  inward  water- 
ways in  the  country.  This  region  possesses  tremendous  ecosystem 
diversity,  from  the  beautiful  Outer  Banks,  to  the  wetlands  in 
Tyrrell  County,  and  the  forests  in  Carteret  and  Jones  Counties.  We 
have  10  national  wildlife  refuges,  none  of  them  which  has  a  visi- 
tors' center;  two  national  parks;  two  national  historical  sites.  If 
ever  there  was  a  region  prime  for  tourism  development,  eastern 
North  Carolina  is  it. 

I  am  aware  of  the  tremendous  benefit  that  has  enhanced  tourism 
to  bring  to  communities.  In  regions  where  there  is  a  high  percent- 
age of  work  force  involved  in  tourism,  generally  there  is  a  lower 
poverty  rate.  Many  studies  have  shown  a  correlation  between  high 


travel  and  tourism  expenditures  and  a  better  quality  of  life  indi- 
cated. 

As  I  have  learned  from  Mr.  Trammell's  written  testimony,  tour- 
ism brings  fantastic  financial  benefits  to  the  State  of  Nortn  Caro- 
lina. In  1992,  tourism  brought  in  over  $7.3  billion  to  our  State;  over 
$2  billion  for  payroll  for  over  255,000  jobs.  This  meant  $450  million 
in  State  and  local  revenue.  By  the  year  2000  it  is  expected  tourism 
will  be  the  State's  largest  industry. 

The  city  of  Wilmington  and  New  Hanover  County  have  done  an 
exemplary  job  in  developing  and  maintaining  a  thriving  tourism  in- 
dustry. Over  6,400,  as  mentioned  by  the  Chairman,  are  directly  in- 
volved, and  even  thousands  more  indirectly.  Therefore,  it  is  no 
wonder  to  me  that,  as  Mayor  Betz  has  written  in  his  testimony, 
tourism  has  helped  Wilmington  area  stay  somewhat  out  of  the 
shadows  of  recession  the  rest  of  the  States  and  Nation  have  experi- 
enced. I  commend  the  city  and  the  county  efforts  to  take  advantage 
of  the  tourism  opportunity  for  the  benefit  of  their  citizens.  They 
certainly  have  created  a  development  strategy  that  the  rest  of  east- 
ern North  Carolina  can  learn  from. 

I  am  very  pleased  to  have  all  of  these  great  minds  assembled 
today  to  discuss  how  we  can  improve  our  rural  tourism  develop- 
ment, and  thus  improve  our  rural  communities.  I  believe  we  have 
a  great  potential  here  in  eastern  North  Carolina.  We  certainly  have 
some  of  the  most  dedicated  and  qualified  individuals  working  on 
this  issue. 

Again,  Mr.  Chairman,  I  want  to  thank  you  for  holding  these 
hearings  in  eastern  North  Carolina,  and  I  look  forward  for  the  tes- 
timony that  we  would  hear  today  from  our  panelists. 

[Ms.  Clayton's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you,  Mrs.  Clayton.  For  those  that  do 
not  know,  I  come  from  the  First  Congressional  District  of  Nevada, 
which  is  a  small  town  in  the  south  end  of  the  State  called  Las 
Vegas,  and  we  are  familiar  with  tourism.  Not  rural  tourism,  to  say 
the  least,  because  we  have  now  approached  a  million  people.  But 
Las  Vegas,  when  I  was  born,  only  had  7,000  people  in  it.  Now  we 
are  going  to  have  a  million  or  so,  and  a  growth  rate  of  5,000  people 
a  month  moving  into  the  city,  a  lot  of  it  relating  to  tourism,  and 
a  lot  of  it  just  for  our  good  economic  climate  in  Nevada. 

But  as  the  State  Chairman  of  the  Taxation  Committee  in  the 
State  senate  over  the  years,  we  did  designate  money  that  came 
from  the  room  tax  Statewide,  with  Las  Vegas  included,  for  rural 
economic  development  and  rural  tourism.  So  Las  Vegas  recognized 
early  that  a  healthy  economy  in  all  of  the  State  was  of  benefit  to 
the  major  urban  areas,  which  was  Reno  and  Las  Vegas;  and,  hope- 
fully, the  State  of  North  Carolina  also  recognizes  what  is  good  for 
the  urban  areas  is  good  for  the  rural  areas. 

So  we  are  looking  forward  to  the  testimony  we  have  here  today, 
especially  the  three  witnesses:  The  mayor  of  this  city,  who  I  had 
the  honor  of  having  dinner  with.  You  certainly  have  an  outstanding 
mayor.  Being  a  little  partisan  and  everything,  I  just  hope  he  wins 
reelection  by  a  big  majority  on  Tuesday.  Dr.  David  Edgell,  who  is 
acting  Under  Secretary  of  Travel  and  Tourism  who  we  also  had  in 
Alexandria,  Louisiana,  and  is  considered  one  of  the  foremost  ex- 
perts in  this  country.  Dr.  Gary  Keel,  who  is  district  director  of  the 


Small  Business  Administration  in  Charlotte.  So  we  will  first  start 
with  the  mayor,  and  welcome  all  of  you,  and  thank  you  for  taking 
your  time  out  of  your  busy  schedules.  Mayor? 

Mr.  Betz.  I  think  we  want  to  recognize  the  Chairman  of  New 
Hanover  County  Commissioners  to  bring  a  word  this  morning. 

Chairman  Bilbray.  Oh,  yes,  we  would  recognize — thank  you.  It 
was  not  on  my  schedule,  so  I  did  not — go  ahead. 

Chairman,  New  Hanover  County  Commission.  Thank  you  very 
much.  On  behalf  of  the  citizens  of  New  Hanover  County,  as  well 
as  the  County  Commissioners  of  New  Hanover  County,  we  cer- 
tainly want  to  welcome  you  to  New  Hanover  County,  as  well  as  the 
Cape  Fear  Coast  area.  I  understand  you  have  had  a  busv  schedule 
yesterday  seeing  some  of  the  sights  that  we  are  so  proud  of  in  this 
county,  and  realize  that  tourism  and  small  business  play  a  major 
role  in  the  economic  picture  of  this  area. 

We  are  certainly  pleased  that  you  have  elected  to  have  the  hear- 
ing here,  and  I  hope  you  enjoy  your  stay,  and  hope  you  come  back 
to  visit  us  real  soon.  Thank  you. 

Chairman  BiLBRAY.  Well,  we  appreciate  coming  here.  I  would 
like  to  point  out  that  I  am  glad  to  be  here.  If  the  President  twisted 
my  arm  on  a  reconciliation  package.  Representative  Clayton  twist- 
ed my  arm  just  as  hard  for  this  hearing,  and  we  are  proud  to  be 
here.  I  am  going  to  bring  my  wife  back  here  in  the  next  few 
months,  because  I  want  her  to  see  this  lovely  area.  It  is  only,  I  un- 
derstand, a  6  hour  drive  from  Washington,  so  we  will  drive  down 
here  and  spend  a  few  days,  because  I  am  very  impressed  by  what 
I  see  here.  I  think  if  more  people  in  the  world  knew  about  it,  I 
think  Wilmington  would  be  the  number  one  spot  in  North  Carolina, 
and  not  some  of  the  other  areas.  So,  thank  you  very  much. 

Mr.  Betz.  I  would  just  like  to  also  add  a  word  of  welcome,  Mr. 
Chairman  and  Congresswoman  Clayton,  on  behalf  of  the  city  of 
Wilmington.  We  are  very  delighted  to  have  you  in  our  community. 
This  community,  from  the  period  of  1984  to  1991,  supported  $125 
million  in  infrastructure  improvements,  and  that  has  been  matched 
three  times  full  by  the  private  sector  in  order  to  improve  the  qual- 
ity of  life  that  we  enioy  in  this  area.  You  saw  the  riverfront  last 
night,  and  we  have  a  lake  in  the  heart  of  town,  and  we  have  access 
to  the  beautiful  coastline,  and  we  really  have,  I  think,  an  obligation 
to  join  hands  with  the  Federal  Government  and  the  State  govern- 
ment to  do  everything  we  possibly  can  to  protect  the  very  air  we 
breathe  and  the  water  we  drink.  I  would  like  to  take  a  moment  to 
leave  with  you  a  pictorial  history  of  Wilmington  and  our  commu- 
nity. I  know  you  have  this  brief  time,  so  we  would  like  to  leave  you 
each 

Ms.  Clayton.  Thank  you. 

Mr.  Betz.  Thank  you  very  much. 

Chairman  Bilbray.  My  hobby  is  collecting  books,  so  I  really  ap- 
preciate this.  Thank  you. 

We  will  start  with  the  mayor,  and  Dr.  Keel,  and  Mr.  Edgell. 

TESTIMONY  OF  DON  BETZ,  MAYOR,  CITY  OF  WILMINGTON, 
NORTH  CAROLINA 

Mr.  Betz.  Again,  on  behalf  of  the  city  of  Wilmington,  I  would  like 
to  express  our  appreciation  for  the  subcommittee's  presence  here 


today.  The  opportunity  to  testify  in  this  hearing  on  tourism  and 
economic  development  is  certainly  welcomed  by  all  of  us  in  south- 
eastern North  Carolina. 

Tourism  is  very  important  to  our  community.  The  tourism  indus- 
try is  a  major  component  of  our  local  economy.  In  this  more  rural 
part  of  North  Carolina  we  do  not  enjoy  the  benefits  received  from 
a  large  number  of  manufacturers  and  industrial  corporate  facilities. 
Tourism  has  become  increasingly  important  as  an  ongoing  source 
of  income  and  employment.  Tourism  has  been  the  stabilizing  factor 
for  our  local  economy  during  this  period  of  economic  downturn  ex- 
perienced throughout  the  Nation  during  the  past  couple  of  years. 

As  a  major  activity,  the  tourism  industry  warrants  a  coordinated 
and  concerted  effort  to  enable  it  to  grow.  We,  in  New  Hanover 
County,  have  endeavored  to  work  together,  and  have  created  a 
comprehensive,  coordinated  effort.  The  municipalities  of  Wilming- 
ton, Wrightsville  Beach,  Carolina  Beach,  Kure  Beach,  along  with 
New  Hanover  County,  appropriate  25  percent  of  the  local  room  oc- 
cupancy tax  moneys,  designated  for  tourism  promotion,  to  the  Cape 
Fear  Coast  Convention  and  Visitors  Bureau,  our  CVB.  It  has  been 
the  consensus  of  all  local  governments  that  a  cooperative  effort  to 
benefit  the  county  as  a  whole  is  of  the  highest  importance  and  the 
highest  value  to  each  of  us. 

As  a  united  effort,  the  Cape  Fear  Coast  works  with  the  local  re- 
gion and  with  the  State  of  North  Carolina,  through  the  North  Caro- 
lina Travel  and  Tourism  Division — and  we  are  certainly  pleased  to 
have  Mr.  Dick  Trammell  here  with  us  today — we  work  through  the 
Southeast  Tourism  Society,  and  ultimately  on  a  national  level  with 
USTTA.  Our  CVB  recognizes  that,  with  its  limited  resources,  we 
must  work  in  concert  with  other  regional  and  State  efforts  to  sup- 
port and  enhance  tourism. 

During  the  past  5  years  the  revenue  generated  locally  by  the  3 
percent  room  occupancy  tax  funds,  earmarked  for  tourism  and  pro- 
motion, has  shown  over  a  61  percent  increase,  or  an  average  an- 
nual increase  over  10  percent.  The  latest  fiscal  year  report  shows 
a  total  amount  of  $1.5  million  generated  by  the  room  occupancy 
tax,  of  which  75  percent  must,  as  enacted  by  the  State  legislature, 
go  to  beach  renourishment. 

Our  available  funds  enabled  the  CVB  to  only  compete  to  the  ex- 
tent that  this  area  holds  its  place  in  the  tourism  industry.  Without 
increased  funding  we  cannot  attempt  to  move  forward  and  compete 
equally  with  other  tourist  destinations. 

Yet,  as  local  government  officials,  we  are  reluctant  to  increase 
local  taxing  mechanisms  because  of  the  growing  Federal  taxation 
efforts  which  affect  our  citizens;  i.e.,  the  increased  fuel  taxes,  do- 
mestic air  ticket  taxes  are  just  an  example  of  recent  Federal  tax 
increases  which  hit  the  travel  and  tourism  business  quite  hard. 

The  Budget  Reconciliation  Act  of  1993  had  a  number  of  provi- 
sions likely  to  have  a  serious  impact  on  the  travel  and  tourism  in- 
dustry. It  is  important  that  we  encourage  travel  and  learning 
among  the  many  people,  not  only  in  our  Nation  but  other  countries 
as  well.  The  international  market,  while  quite  positive  in  recent 
years,  is  more  prone  to  sudden  economic  and/or  natural  conditions, 
such  as  hurricanes  and  crime  activities.  This  could  be  quite  det- 
rimental to  our  efforts  to  support  and  enhance  international  travel. 


The  city  of  Wilmington  is  building  an  international  travel  market 
through  our  sister  city  in  Dorchester,  England.  Our  local  tourism 
effort  is  specifically  aimed  at  several  markets:  Individuals,  groups/ 
motorcoaches,  conventions,  meetings  in  the  international  market. 
Local  communities  cannot  expect  their  Federal  Grovernment  to  do 
their  tourism  work.  But  we  do  hope  that  actions  undertaken  by 
Congress  will  enhance  our  tourism  efforts,  rather  than  impede 
those  programs,  and  there  will  be  concern  for  threats  against  tour- 
ism activities,  such  as  offshore  drilling  for  gas  or  oil. 

In  closing,  I  can  only  emphasize  the  extreme  importance  of  tour- 
ism to  our  local  economy.  We  applaud  your  efforts  to  become  more 
familiar  with  the  smaller  communities  of  this  country  and  their  ef- 
forts aimed  at  diversifying  the  economy. 

We  urge  your  support  on  a  Federal  level  for  the  enhancement  of 
tourism  in  those  communities.  The  economic  benefits  of  this  indus- 
try spread  throughout  the  community;  and  certainly  if  visitors  to 
an  area  find  it  to  be  attractive,  the  local  residents  are  thereby  en- 
couraged to  maintain  a  sense  of  pride  in  their  community  which 
can  only  enhance  the  quality  of  life  for  all  of  us.  Thank  you  very 
much. 

[Mr.  Betz'  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you,  Mr.  Mayor.  Dr.  Keel? 

TESTIMONY  OF  GARY  A.  KEEL,  DISTRICT  DIRECTOR,  CHAR- 
LOTTE  DISTRICT  OFFICE,  SMALL  BUSINESS  ADMINISTRA- 
TION 

Dr.  Keel.  Mr.  Chairman,  Mrs.  Clayton,  thank  vou  for  inviting 
the  SBA  to  be  a  part  of  this  important  hearing.  I  bring  you  greet- 
ings from  Administrator  Erskine  Bowles  who,  as  you  know,  has  a 
keen  interest  in  everything  that  goes  on  in  North  Carolina. 

North  Carolina  is  the  home  of  the  Blue  Ridge  Parkway,  Linville 
Falls,  Linville  Caverns,  Blowing  Rock,  Chimney  Rock,  Grandfather 
Mountain,  and  the  Wright  Brothers  Museum.  We  have  a  wonderful 
Civil  War  monument  called  Fort  Macon;  the  first  operating  gold 
mine  in  this  part  of  the  world  is  the  Reid  Gold  Mine  near  Char- 
lotte. 

We  are  the  home  of  NASCAR  racing,  the  Cherokee  Indian  Na- 
tion, and  a  thriving  movie  industry.  We  have  some  of  the  most 
beautiful  mountains,  inland  water  recreational  areas,  and  salt 
water  recreational  areas.  We  have  some  of  the  most  challenging 
sport  fishing  tournaments  anywhere  in  the  world.  Local  attractions 
include  the  North  Carolina  Aquarium,  Cape  Fear  Museum,  the 
USS  North  Carolina,  and  several  historic  lighthouses. 

If  you  visit  any  of  these  attractions — and  I  hope  you  and  Mrs. 
Bilbray  do  when  you  come  back — you  will  see  license  plates  from 
every  State  in  the  Union,  plus  Canada.  These  visitors  support  busi- 
nesses which  create  jobs  for  the  North  Carolina  citizens. 

During  fiscal  year  1993,  which  ended  last  Thursdav,  the  SBA  ap- 
proved over  400  loans  for  approximately  $120  million  in  North 
Carolina.  In  addition,  we  provided  countless  hours  of  free  technical 
assistance  through  our  Small  Business  Technology  Development 
Center  Program,  and  our  Service  Corps  of  Retired  Executives  Pro- 
gram. Much  of  this  assistance,  perhaps  as  much  as  30  percent, 
went  to  businesses  involved  in  tourism. 


In  this  area,  for  example,  the  Wilmington  Industrial  Develop- 
ment Authority  has  a  portfolio  of  about  100  504-loans,  many  of 
which  went  to  restaurants,  motels,  marinas,  and  other  businesses 
that  support  tourism  in  the  Wilmington  area. 

Are  we  doing  enough?  Maybe  not.  But  with  the  changes  being 
made  to  ease  the  credit  crunch,  and  continued  support  from  this 
committee  and  the  Small  Business  Committees  in  Congress,  SBA 
can  continue  to  be  a  major  partner  in  promoting  tourism  develop- 
ment in  North  Carolina.  Thank  you  very  much. 

[Dr.  Keel's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you.  Thank  you,  Dr.  Keel.  Dr.  Edgell? 

TESTIMONY  OF  DAVID  L.  EDGELL,  SR.,  ACTING  DEPUTY 
UNDER  SECRETARY  OF  COMMERCE  FOR  TRAVEL  AND  TOUR- 
ISM 

Dr.  Edgell.  Mr.  Chairman,  Congresswoman  Clayton,  it  is  a 
privilege,  a  pleasure,  and  an  honor  for  me  to  be  here  this  morning 
before  this  subcommittee,  and  to  be  here  in  this  lovely  city  of  Wil- 
mington. If  I  may,  I  will  very  briefly  summarize  my  prepared  testi- 
mony, and  then  at  the  end  of  my  testifying,  I  will  be  very  pleased 
to  attempt  to  answer  questions. 

Chairman  BiLBRAY.  If  there  is  no  objection,  we  will  put  all  of 
your  testimony  in  its  entirety  into  the  record,  so  that  we  have  it. 
Hearing  no  objection,  that  will  be  done. 

Dr.  Edgell.  Thank  you,  Mr.  Chairman. 

In  today's  world,  no  matter  whether  we  are  talking  about  rural 
tourism,  or  tourism  in  a  city.  State,  a  region,  or  the  Nation,  we 
must  operate  in  a  global  society.  I  think  it  is  important,  early  on, 
to  recognize  how  significant  tourism  is  in  this  global  society.  Today 
tourism  is  a  $3.5  trillion  industry  worldwide.  That  is,  domestic  and 
international  tourism  taken  together  are  a  $3.5  trillion  industry. 

I  think  that  is  very  important,  because  tourism  has  been  the 
fastest  growing  component  of  the  world  economy,  and  it  will  con- 
tinue to  grow  rapidly  through  the  millennium.  The  likelihood  is 
that  worldwide  tourism  will  grow  by  5  to  7  percent,  or  about  twice 
what  many  economists  are  predicting  for  general  economic  growth 
worldwide. 

Also  on  a  worldwide  basis,  tourism  provides  jobs  for  127  million 
people;  in  other  words,  about  1  out  of  every  15  people  in  the  world 
are  somehow  connected  to  the  travel  and  tourism  industry.  For  the 
United  States,  as  a  part  of  this  global  economy,  today  tourism  ac- 
coimts  for  about  $380  billion.  It  provides  approximately  6  million 
jobs,  and  is  a  fast  growing  sector  of  the  services  economy,  which 
is  a  mainstay  of  the  U.S.  economy  in  today's  world  markets. 

Certainly  with  respect  to  what  is  going  to  happen  in  the  future, 
it  is  clear,  from  the  recent  past,  that  tourism  is  a  key  to  economic 
development  in  the  United  States.  Today  tourism  is  the  number 
one  industry  in  many  States  across  the  country,  and  it  is  the  num- 
ber one,  two,  or  three  industry  in  at  least  37  States.  I  think  it  is 
clear  that  tourism  is  very,  very  important  to  this  economy,  and  it 
is  growing. 

Also,  with  respect  to  international  tourism  for  the  United  States, 
it  has  been  our  fastest  growth  sector  as  far  as  exports  are  con- 
cerned. In  1992  almost  45  million  international  visitors  came  to  the 
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United  States  and  spent  about  $72  billion,  making  tourism  the 
largest  business  services  export  for  the  United  States.  All  of  our  es- 
timates suggest  that  in  1993  international  tourism  expenditures 
will  be  something  to  the  tune  of  $77  billion;  and  by  1994  it  will 
reach  $83  billion.  It  is  absolutely  clear  that  international  tourism 
to  the  United  States  is  growing  very  rapidly.  The  good  news  is, 
with  respect  to  tourism,  we  have  a  trade  in  tourist  surplus  of  about 
$20  billion.  This  is  very  important  at  a  time  when  we  have  a  very 
large  total  trade  deficit. 

Also  the  United  States  today  is  beginning  to  recognize  the  impor- 
tance tourism  plays  across  the  board.  It  is  not  just  a  matter  of  visi- 
tors coming  to  the  United  States,  but  it  is  also  a  matter  of  having 
the  opportunity  for  smaller  communities  in  the  United  States  to 
participate  in  international  tourism. 

My  agency  for  many  years  has  been  working  with  States,  re- 
gions, cities,  rural  communities,  private  sector,  public  sector,  and 
others,  to  convince  them  how  important  tourism  is,  and  to  cooper- 
ate and  coordinate  with  their  activities  so  that  we  can  produce 
more  international  visitors  to  the  United  States. 

My  offices  in  Canada,  Mexico,  United  Kingdom,  France,  Ger- 
many, Japan,  The  Netherlands,  Italy,  Australia,  and  our  South 
American  office  located  in  Miami  are  the  eyes  and  ears  of  the 
States  and  cities  and  rural  communities,  to  help  assist  them  in  get- 
ting their  tourism  products  before  the  international  community. 

Most  important,  as  far  as  increasing  tourism  to  the  rural  areas, 
is  that  today  75  percent  of  the  international  visitors  are  repeat  visi- 
tors. In  many  respects,  they  have  already  been  to  Las  Vegas,  they 
have  been  to  Miami,  they  have  been  to  New  York,  and  they  are 
now  seeking  a  broader  tourist  product.  They  want  to  visit  the  "real 
America,"  which  in  some  respects  is  rural  America. 

Chairman  Bilbray.  Would  you  point  to  real  America?  Las  Vegas 
is  not? 

Dr.  Edgell.  Yes,  Mr.  Congressman  Las  Vegas  is  one  part  of  "real 
America".  USTTA  works  with  Las  Vagas  and  other  prime  destina- 
tions. We  have  also  found  that  in  some  of  our  surveys  many  travel- 
ers want  to  get  off  of  the  interstate,  they  want  to  travel  on  the  sce- 
nic byways,  they  want  to  see  some  of  the  unspoiled  environment  in 
the  United  States.  They  want  to  partake  of  nature  travel,  birding 
opportunities,  hunting,  fishing;  for  example,  the  Riverfest  here  in 
Wilmington,  where  you  have  wonderful  folklore  and  music  and  cul- 
ture and  food  and  so  forth  offers  tourists  a  special  product. 

So,  in  today's  world  the  tourist  is  looking  for  greater  variety  in 
terms  of  the  tourism  product.  They  are  looking  for  more  flexibility. 
In  brief,  they  want  greater  quality  tourism,  and  that  is  what  we 
have  got  to  aim  for. 

We  in  the  U.S.  Travel  and  Tourism  Administration  only  recently 
became  involved  in  rural  tourism.  In  1989  the  U.S.  Congress  man- 
dated a  study  for  my  agency  to  determine  whether  rural  tourism 
could  be  a  very  important  activity  in  terms  of  creating  jobs  and 
helping  small  businesses.  The  long  and  short  of  that  study  is  that 
tourism  does  provide  lots  of  jobs,  and  is  particularly  oriented  to- 
ward the  small  business  person.  In  general,  tourism  is  a  small 
business  activity.  Some  98  percent  of  tourism  businesses  in  the 
United  States  are  small  enterprises.  After  the  1989  study,  a  Presi- 


dential  report  in  1990  made  it  clear  that,  in  general  our  rural  com- 
munities have  been  declining  except  in  some  growth  areas  such  as 
recreation,  tourism,  and  retirement  living. 

To  help  develop  rural  tourism,  my  agency,  in  1992,  conducted  the 
first  National  Rural  Tourism  Development  Conference  in  Kansas 
City.  It  was  a  "train  the  trainers"  kind  of  conference,  in  which  we 
attempted  to  train  a  certain  cadre  of  people  across  the  Nation  so 
that  we  would  have  some  experts  throughout  the  small  commu- 
nities and  that  the  States  could  assist  and  help  and  network  with 
the  Federal  and  regional  authorities.  This  particular  conference 
was  so  successful  that  in  1993  we  had  a  second  National  Rural 
Tourism  Development  Conference  in  South  Dakota. 

We  also  have  developed  a  couple  of  tools  to  help  some  of  the 
rural  communities.  One  of  them  "Tourist  Development,  A  guideline 
for  Rural  Communities,"  which  just  recently  came  out  in  1993,  is 
a  very  useful  publication. 

In  addition,  to  indicate  greater  awareness  of  how  important  tour- 
ism is,  we  have  a  new  publication  in  1993  called  "World  Tourism 
at  the  Millennium,  An  Agenda  for  Industry,  Government,  and  Edu- 
cation." 

With  respect  to  North  Carolina,  I  think  that  the  State  of  North 
Carolina,  and  particularly  through  efforts  of  Dick  Trammell,  the 
State  Travel  Director,  have  done  an  excellent  job,  and  I  really  want 
to  applaud  the  efforts  of  North  Carolina.  I  would  just  encourage 
North  Carolina  to  continue,  as  a  high  priority,  their  efforts  to  in- 
crease tourism  to  the  State,  particularly  international  tourism. 

First,  is  because  international  visitors  spend  six  times  as  much 
money  as  domestic  visitors. 

Second,  is  that  the  dollars  from  mternational  visitors  are,  if  you 
will,  fresh  dollars,  not  just  simply  the  recycled  dollars  from  across 
the  United  States;  therefore,  they  have  a  greater  multiplier  effect. 

Third,  the  taxes  paid  by  the  international  visitors  impact  on  our 
local  government,  and  yet,  for  the  most  part,  the  international  visi- 
tors do  not  use  up  these  services. 

Fourth,  international  tourism  creates  jobs;  particularly  jobs  for 
minority  and  women. 

Fifth,  we  need  to  take  advantage  of  world  events  that  are  taking 
place  in  the  United  States.  Next  year  we  have  the  World  Cup; 
shortly  thereafter  we  will  have  the  Olympics.  We  are  encouraging 
people,  while  they  are  in  the  United  States  for  these  events,  to 
travel  across  the  country  and  visit  the  great  diversity  of  the  United 
States. 

Sixth,  tourism  supports  small  businesses.  Those  small  businesses 
are  very  important,  because  98  percent  of  our  tourism  market  is 
made  up  of  small  businesses. 

Seventh,  tourism  can  be  used  as  an  economic  development  tool 
in  our  rural  communities,  and  provide  and  assist  in  other  areas: 
Food  production,  construction,  and  in  many  of  the  other  sectors,  as 
well. 

Eighth,  tourism  offers  an  opportunity  for  us  to  show  off,  if  you 
will,  our  cultural  tourism  products  in  this  country. 

Ninth,  in  our  rural  areas  particularly,  tourism  development  ties 
in  nicely  with  a  new  movement  in  the  world,  and  that  is  a  move- 
ment toward  a  clean  environment  as  far  as  tourism  is  concerned. 
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Tenth,  such  areas  hke  Wilmington  can  be  used,  if  you  will,  as 
somewhat  of  a  "hub"  to  attract  visitors  to  the  rural  areas  in  and 
near  Wilmington.  In  other  words,  and  particularly  the  inter- 
national visitors,  will  stay  in  Wilmington  and  then  take  trips  to 
nearby  rural  areas. 

In  brief,  then,  we  all  need  to  cooperate,  to  work  together  at  the 
local,  the  State,  the  regional,  and  the  national  level,  to  increase 
and  to  improve  our  tourism  products,  and  this  will  give  us  a  very 
lasting  impact  as  far  as  economic  development  in  our  rural  commu- 
nities is  concerned.  I  thank  you  for  this  opportunity  to  be  here  and 
I  will  be  happy  to  answer  questions. 

[Mr.  Dr.  Edgell's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you.  Thank  you,  Doctor.  First  this  is 
to  Dr.  Keel  or  Dr.  Edgell,  and  of  course  the  mayor  is  welcome  to 
participate,  too.  I  am  just  curious  you  have  mentioned  that  the 
international  USTTA  offices  are  throughout  the  world.  But  if  you 
are  a  small  rural  community  and  very  limited  budget  to  promote 
your  locality,  what  does  either  one  of  your  agencies  offer  to  those 
small  rural  communities  that  have  very  limited  resources  to  reach 
out  to  the  international  tourist?  You  mentioned  the  seminars  to 
train  people.  What  do  you  have  in  the  foreseeable  future?  I  under- 
stand there  is  a  grant  program  that  we  are  talking  about  for  help- 
ing. Would  you  explain  what  you  can  do  to  help  a  little  town  about 
40  miles  from  here  or  50  miles  from  here  that  wants  to  promote 
rural  tourism? 

Dr.  Edgell.  Yes.  First  of  all,  of  course,  one  of  the  reasons  that 
we  held  these  National  Rural  Tourism  Development  Conferences 
was  an  attempt,  if  you  will,  to  develop  a  "train  the  trainer"  concept, 
and  to  have  a  cadre  of  people  in  the  local  areas  and  the  rural  areas 
that  could  then  network  with  the  people  at  the  State  and  network 
with  the  people  at  the  national  level. 

Chairman  Bilbray.  Could  you  explain  how  you  promoted  that, 
how  people  knew  about  that  conference,  or  how  many  people  at- 
tended, and  do  you  plan  to  have  some  more  of  them? 

Dr.  Edgell.  At  our  first  conference  we  had  more  than  200  people 
represented  from  across  the  United  States;  43  States  participated. 
We  have  followed  through  on  that  first  national  conference  in 
working  with  several  States  on  developing  new  rural  tourism  prod- 
ucts. 

At  our  second  conference  we  had  41  States  represented,  and 
again  over  200  participants,  and  as  a  result  of  that  conference,  we 
now  feel  that  we  have  got  a  pretty  good  network  of  people  across 
the  country  that  have  some  expertise,  and  have  received  some 
training  and  can  provide  some  services  to  rural  areas.  What  these 
trained  people,  in  turn,  can  do,  if  they  need  more  help,  is  make 
telephone  calls  to  experts  in  the  national  office,  or  make  contact 
with  other  groups  that  they  have  been  networking  with  as  a  result 
of  the  Congress.  So  we  now  have  a  pretty  good  cadre  across  the 
country  of  expertise  that  people  can  interact  with. 

Chairman  Bilbray.  You  had  200  people  who  came.  Would  you 
give  me  the  demographics?  Were  these  heads  of  the  State  tourism 
that  showed  up  from  large  cities,  and  what  percentage  were  from 
small  rural  communities  that  sent  somebody  to  represent  them? 
Are  you  planning  to  have — or  is  this  "trickle  down  tourism,"  where 
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the  big  State  director  gets  the  information,  and  then  it  trickles 
down  to  the  rural  areas,  or  did  small — really  small  towns  that  are 
trying  to  develop  attend  the  conference,  too? 

Dr.  Edgell.  Yes,  it  was  the  latter,  just  the  reverse.  It  was  the 
small  communities  that  were  in  attendance.  In  many  cases  the 
State  travel  directors  also  participated;  but  just  as  important,  were 
that  the  State  tourism  offices  assigned  a  specific  individual  or  indi- 
viduals to  rural  tourism,  and  they  participated. 

More  importantly,  the  greater  share  of  participants  were  people 
from  rural  communities,  people  who  either  already  had  rural  tour- 
ism experience  and  were  attempting  to  improve  upon  it,  or  people 
who  were  coming  to  the  conference  to  learn  what  they  could  do  in 
their  rural  communities  in  order  to  use  tourism  as  an  economic  de- 
velopment tool.  We  also  had  a  lot  of  small  business  communities 
that  also  were  attempting  to  use  tourism  as  an  economic  develop- 
ment tool. 

In  addition,  and  more  recently  this  past  year — in  fact,  the  last 
conference  was  just  held  in  St.  Louis,  we  had  four  regional  con- 
ferences across  the  country  to  help  bring  people  from  the  rural 
communities  into  a  single  location,  to  suggest  to  them  some  mar- 
keting tools  that  they  might  use  in  rural  communities,  both  to  im- 
prove their  rural  tourism  products,  and  also  to  eventually  get  those 
products  into  the  international  tourism  marketplace. 

Also,  a  new  concept  was  developed  out  of  the  Kansas  City  meet- 
ing which  consisted  of  using  some  of  the  large  communities,  the 
better  known  areas,  as  sort  of  the  "hubs"  to  bring  people,  particu- 
larly international  visitors,  into  the  larger  cities  and  then  develop- 
ing tour  packages  for  these  visitors  to  the  rural  communities  that 
are  nearby.  In  the  case  of  Kansas  City  as  a  "hub":  There  were  rural 
tourism  development  opportunities  in,  for  example,  Lexington,  Mis- 
souri; Fort  Scott,  Kansas;  and  some  of  the  other  areas.  This  "hub" 
concept  has  proved  to  be  a  new  tool  and  a  useful  tool,  as  far  as  de- 
veloping rural  tourism. 

At  the  same  time,  we  also  have  developed  some  "how-to"  or  "user 
friendly,"  if  you  will,  publications  that  people  in  the  rural  commu- 
nities can  also  utilize  and  also  can  make  use  of  as  they  develop 
their  own  products. 

Chairman  BiLBRAY.  Dr.  Keel? 

Dr.  Keel.  I  think  your  question  is  very  important  in  light  of  the 
future  of  SBA  as  we  look  at  reinventing  Government  and  restruc- 
turing Government  programs  to  meet  the  current  needs  of  the 
country.  I  hope  the  Small  Business  Committee  will  think  about  this 
and  work  on  this  as  they  design  new  programs  for  SBA. 

Essentially,  we  have  a  domestic  charter;  we  are  viewed  as  a  do- 
mestic agency,  as  a — primarily  a  financing  procurement  agency 
which,  in  some  terms,  does  not  fit  in  this  modern  world,  because 
we  are  a  global  marketplace,  we  are  part  of  a  marketplace.  In  the 
past  we  have  deferred  to  the  commerce  department  and  State  com- 
merce departments  to  promote  tourism,  primarily.  But  as  we  move 
into  current  demands  and  as  we  try  to  meet  current  demands,  I 
presently  am  president  of  the  Charlotte  World  Trade  Association; 
I  am  on  the  Board  of  the  North  Carolina  World  Trade  Association, 
which  is  the  largest  organization  of  its  kind  in  the  country  with 
1,000  business  members  in  this  State.  So,  through  that  kind  of  af- 
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filiation,  we  just  had  a  retreat  this  weekend  in  Raleigh  for  our  stra- 
tegic plan  for  the  next  5  years,  and  one  of  the  areas  we  looked  at 
was  promoting  tourism  in  the  rural  areas. 

So  I  think  that  under  the  current  structure  of  the  SBA  we  have 
to  pretty  much  work  through  affiliations  and  through  other  organi- 
zations like  State  Department  of  Commerce,  International  Trade 
Divisions,  State  tourism  offices,  to  promote  rural  development,  pro- 
mote tourism  in  the  rural  areas. 

We  can  do  a  lot  to  provide  financing  in  those  areas,  but  until  the 
credit  crunch  is  eased,  and  lenders  and  other  economic  develop- 
ment types  in  the  rural  areas  become  more  aggressive  in  using  pro- 
grams like  SBA's  Programs  and  some  of  the  State  programs  to  sup- 
port efforts  to  promote  tourism,  there  are  going  to  be — there  are 
going  to  continue  to  be  some  problems. 
Chairman  Bilbray.  Ms.  Clayton? 

Ms.  Clayton.  OK,  I  am  particularly  interested  in  a  couple  of 
things.  I  want  to  follow  the  Chairman's  line  of  questioning  and  try 
to  push  you  to  maybe  answer. 

If  someone  wanted  a  grant  assistance,  would  they  call  your  of- 
fice? 

Dr.  Edgell.  Yes.  As  the  Chairman  alluded  to,  under  the  1992 
Tourism  Export  Promotion  Act,  my  agency  is  in  the  process  of  de- 
veloping a  first  ever,  if  you  will,  grant  program.  Provided  that  we 
get  funding  through  the  congressional  appropriations  process,  we 
will  be  having  a  grant  program  in  1995.  So  yes,  we  are  developing 
a  program.  It  would  have  as  a  specific  aim  of  getting  the  States 
and  rural  communities,  the  cities  and  so  forth,  to  participate  in 
international  tourism.  To  participate,  you  do  not  have  to  nec- 
essarily be  a  State;  you  can  be  a  city,  a  nonprofit  organization,  or 
another  kind  of  group  who  would  be  able  to  apply  for  a  grant  based 
on  specific  guidelines. 

Ms.  Clayton.  So,  pending  appropriations 

Dr.  Edgell.  Yes. 

Ms.  Clayton,  [continuing],  a  nonprofit  regional  group,  city,  coun- 
ty, or  States  could  apply  for  those,  is  that  right? 
Dr.  Edgell.  That  is  right.  Madam  Congresswoman. 
Ms.  Clayton.  You  also  mentioned  some  statistics  I  am  particu- 
larly interested  in:  That  women  and  minorities  more  likely  were 
employed  in  the  areas  of  tourism.  Could  you  just  comment  on  the 
nature  of  those  jobs,  if  they  are  for  permanent,  and  the  wages  and 
the  benefits  of  this? 

Dr.  Edgell.  Sure.  Tourism  has  provided,  over  the  recent  past, 
more  opportunities — work  opportunities  for  women  and  minorities. 
The  kinds  of  jobs  vary  greatly,  from  jobs  at  the  very  beginning  level 
in  tourism  entities;  to  jobs  in  managing  hotels,  managing  res- 
taurants; and  other  related  businesses.  The  tourism  industry  also 
includes,  for  example,  the  airlines— and  increasingly  more  women 
are  becoming  pilots  on  the  airlines.  So  it  is  a  gradual  process.  It 
has  not  come  to  a  complete  fruition  in  terms  of  providing  long- 
term,  higher  level  positions,  but  it  is  a  beginning  and  it  is  a  good 
start.  .  .    . 

Ms.  Clayton.  Also  you  mentioned  about  you  are  into — is  it  called 
an  interagent  tourism  policy? 

Dr.  Edgell.  I  am  sorry  I  don't  understand  the  question? 
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Ms.  Clayton.  You  mentioned  in  your  testimony  an  interagent 
Tourism  Policy  Coordinating  Council. 

Dr.  Edgell.  Yes. 

Ms.  Clayton.  Who  is  a  part  of  that?  What  agency  is  a  part  of 
that? 

Dr.  Edgell.  Well,  the  1981  National  Tourism  Policy  Act  has  set 
up  what  is  called  the  National  Tourism  Policy  Council.  In  that  law 
it  specified  that,  in  addition  to  the  Commerce  Department  partici- 
pating in  the  council,  there  would  also  be  cabinet  or  subcabinet 
level  representation  from  the  State  Department,  the  Transpor- 
tation Department,  the  Energy  Department,  the  Interior  Depart- 
ment, the  Transportation  Department,  and  the  Office  of  Manage- 
ment and  Budget;  and  other  key  agencies  that  might  somehow  im- 
pact on  tourism. 

More  recently  it  was  amended,  in  the  1992  act,  to  include  the  Ag- 
riculture Department  and  some  other  agencies.  The  Agriculture  Ex- 
tension Service,  Forestry  Service,  and  many  other  components  in 
the  Agriculture  Department  are  very  much  involved  in  rural  areas, 
and  are  potentially  good  sources  for  helping  in  rural  tourism  devel- 
opment. 

Ms.  Clayton.  I  was  struck  bv — also  in  your  testimony  you  had 
mentioned  that  tourism  was  a  larger  export  item  for  this  country 
than  agriculture  or  automobiles.  Please  give  me  the  details  on  that. 

Dr.  Edgell.  That  is  correct.  International  tourism  to  the  United 
States  produces  about  $72  billion  in  export  revenue.  Agricultural 
exports  in  1992,  for  example  were  somewhere  in  the  range  of  $60- 
plus  billion  dollars.  So  tourism  has,  over  the  last  few  years,  par- 
ticularly since  1989,  became  a  leading  export  for  the  United  States. 
I  guess,  more  importantly,  it  is  growing;  and  growing  very  rapidly. 

Ms.  Clayton.  One  final  question,  Mr.  Chairman.  Through  this 
coordinating  council,  for  instance,  just  take  eastern  North  Carolina, 
we  have  a  wealth  of  natural  resources,  and  among  them  we  have 
10  national  wildlife  refuges  where  we  have  no  visitors'  center.  How 
do  you  bring  all  of  these  things  together?  Someone  has  suggested 
to  you,  to  your  coordinating  council,  that  you  ought  to  have  a  visi- 
tors' center,  and  the  Department  of  Interior  sees  the  value  of  that? 

Dr.  Edgell.  Madam  Congresswoman,  that  is  one  of  the  real  in- 
teresting features  of  the  National  Tourism  Policy  Council,  in  that 
any  area  can  surface  a  key  question  of  concern  to  the  council.  Thev 
need  to  simply  contact  the  United  States  Travel  and  Tourism  Ad- 
ministration. 

Ms.  Clayton.  That  is  you?  That  is  you? 

Dr.  Edgell.  Yes,  for  example  we  have  had  interesting  questions 
for  the  council  coming  out  of  Telluride,  Colorado,  out  of  some  small 
parishes  in  Louisiana,  and  other  areas  of  the  country.  But  any 
small  community  or  any  large  community,  State,  or  regional  group 
can  surface  any  question  that  they  would  like  to  surface  for  the  Na- 
tional Tourism  Policy  Council.  By  law,  it  meets  four  times  a  year; 
usually  about  one  time  in  each  quarter.  So  it  is  an  opportunity  for 
these  kinds  of  questions  to  be  discussed. 

Ms.  Clayton.  OK,  thank  you. 

Chairman  Bilbray.  I  want  to  thank  the  witnesses.  I  would  like 
to  point  out  that  when  we  talk  about  USTTA  and  agriculture  and 
Small  Business  being  involved,  we  have  found,  over  the  years,  that 
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every  little  community  that  is  distressed  today  would  like  to  get  in- 
volved in  tourism.  Many  of  them  can,  but  not  all.  I  think  that  is 
what  USTTA,  Small  Business,  Ag  can  come  in  and  help  you  evalu- 
ate whether  or  not  you  can  become  another  Guthrie,  Oklahoma,  or 
a  Wilmington,  or  some  other  city.  Can  you — in  other  words,  is  there 
something  unique,  something  you  have  that  can  help  bring  people 
into  your  community?  Of  course,  some  will  not  meet  that  criteria. 
But  a  lot  of  times,  rather  than  waste  a  lot  of  funds  and  a  lot  of 
time  and  effort  on  the  part  of  the  community  to  try  to  become  an 
area  developed  for  tourism,  the  agencies  are  here. 

The  grant  program  we  talked  about  is  a  grant  program  that  is 
created  by  Congress,  but  so  far  the  funding  has  not  been  appro- 
priated to  give  tne  grants.  We  are  hoping  that,  as  we  move  through 
the  appropriation  process  and  the  authorization  process,  that 
money  will  become  available,  and  the  hope  is  that  grants  would  be 
given  to  individuals  that  have  a  good  idea,  on  how  to  develop  it; 
the  grant  money  would  be  there  available  to  help  them  develop 
that  program,  to  find  out  whether  or  not  they  should  go  ahead,  or 
how  to  go  ahead.  Hopefully  the  agencies  are  there  to  help. 

We  do  thank  our  distinguished  panel  for  being  here.  We  have 
two  other  panels,  so  we  will  have  to  proceed.  I  am  going  to  take 
a  5  minute  break  now,  and  my  5  minute  breaks  are  always  really 
5  minute  breaks.  So  if  you  do  go  outside,  we  will  be  back  in  ex- 
actly— right  now  it  is,  12  of;  we  will  start  in  5  minutes. 

[Recess.] 

Chairman  BiLBRAY.  If  the  next  panel  will  take  their  seats,  we 
will  begin  the  second  panel.  There  are  a  few  more  people  in  this 
panel,  so  we  would — we  have  to  finish  by  about  noon  or  12:30, 
since  I  have  got  a  1:35  airplane,  although  it  is  not  like  New  York 
City  where  it  takes  an  hour  to  get  to  the  airport. 

Ms.  Clayton.  You  have  to  finish  both  panels. 

Chairman  Bilbray.  Both  panels,  yes.  OK,  this  panel  is  composed 
of  Mr.  Richard  Trammell,  director  of  the  North  Carolina  Depart- 
ment of  Travel  and  Tourism;  Mrs.  Bunny  Wilkinson  Sanders,  direc- 
tor, Tourism  Development  for  northeastern  North  Carolina;  Dr. 
Larry  Gustke.  How  do  you  say  that? 

Dr.  Gustke.  Larry. 

Chairman  Bilbray.  Larry.  Dr.  Larry.  OK.  From  North  Carolina 
State  University  which,  we  have  occasion  to  play  that  school,  and 
usually  we  win.  Mrs.  Elizabeth  Bland,  president  of  the  Greater 
Wilmington  Chamber  of  Commerce,  Bland  &  Associate  Realtors; 
Mrs.  Terri  Phykitt,  Eastern  North  Carolina  Chamber  of  Commerce, 
Chairperson  for  Travel;  Mr.  Harvard  Jennings,  president  of  Wil- 
mington/New Hanover  County  Community  Development  Corp.  I 
understand,  Mr.  Trammell,  you  want  to  finish  and  kind  of  summa- 
rize for  the  group,  so  we  will  start  with  Mrs.  Sanders. 

TESTIMONY  OF  BUNNY  SANDERS,  DIRECTOR,  TOURISM  DE- 
VELOPMENT OFFICE,  NORTHEAST  NORTH  CAROLINA  ECO- 
NOMIC DEVELOPMENT  COMMISSION 

Ms.  Sanders.  Chairman  Bilbray,  Congresswoman  Eva  Clayton, 
other  members,  thank  you  for  the  opportunity  to  address  this  body 
regarding  tourism  as  an  economic  development  option  for  rural 
areas. 
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I  do  not  think  there  is  any  question  about  the  viability  of  tourism 
as  an  economic  development  strategy  for  rural  areas.  What  might 
not  be  as  clear  is  how  best  to  approach  the  development  and  imple- 
mentation of  a  strategy  for  rural  tourism. 

The  environment  for  the  recruitment  of  industry  in  rural  areas 
is  generally  poor,  and  the  development  and  growth  of  small  busi- 
ness is  practically  impossible  because  remote  rural  communities 
generally  lack  access  to  adequate  consumer  markets.  Tourism  rep- 
resents an  opportunity  to  attract  markets  that  can  afford  the  goods 
and  services  that  might  be  offered  by  small  businesses.  The  ques- 
tion facing  the  rural  community  is:  What  do  we  have  to  sell  tour- 
ists, and  why  would  they  come  to  a  remote  rural  area  for  vacation? 
The  answer  is:  Destination  tourist  attractions  must  be  developed. 

Tourism  must  be  recognized  as  an  industry  with  the  potential  to 
change  the  entire  economics  of  rural  areas.  But  we  must  also  recog- 
nize that  private  investment  must  drive  the  development  of  tourist 
attractions.  In  order  to  stimulate  private  investment,  there  must  be 
incentives  for  tourism  development  as  there  are  incentives  for  tra- 
ditional industrial  development.  The  public  sector  must  not  expect 
developers  to  provide  infrastructure  such  as  sewer,  water  treat- 
ment, roads,  and  transportation  systems  if  we  expect  to  lure  them 
to  remote,  undeveloped  areas  which  they  consider  high  risk. 

I  submit  that  public  expenditures  on  infrastructure  in  rural 
areas  can  be  designed  to  guarantee  a  return  on  the  taxpayers'  dol- 
lar. This  can  be  done  by  requiring  that  expenditures  on  infrastruc- 
ture be  contingent  upon  the  commitment  to  develop  an  attraction. 
Once  development  begins,  jobs  are  created  in  the  building  phases; 
jobs  are  created  for  operation  of  the  attractions;  employees  of  the 
attractions  receive  health  benefits;  education  improves  because  the 
tax  base  is  increased;  resulting  infrastructure  benefits  the  entire 
community;  and  the  quality  of  life  of  an  entire  region  generally  im- 
proves. 

It  is  important  to  offer  special  funding  for  pilot  projects  to  com- 
plement development  of  rural  tourism  in  order  to  demonstrate  its 
potential  for  success.  Developers  have  to  be  convinced  of  the  profit- 
making  potential  of  rural  America.  The  benefits  of  rural  tourism 
certainly  justify  the  public  sector  investment  in  demonstrating  this 
potential.  However,  all  such  funding  should  be  directly  related  to 
strategies  designed  to  attract  private  sector  investment  in  tourist 
related  development.  In  addition,  it  should  be  expected  to  stimulate 
industrial  or  small  business  development  that  complements  the 
tourism  strategy. 

It  is  important  to  note  what  Dr.  Ed  Bergman,  director  of  the  In- 
stitute for  Economic  Development,  UNC-CH,  wrote  in  a  paper  enti- 
tled, "Eco-Tourism  in  Tyrrell  County:  Opportunities,  Constraints, 
and  Ideas  for  Action."  He  wrote,  "The  development  of  a  tourism- 
based  economy  in  Tyrrell  County  will  require  promoting  many  dif- 
ferent recreation  opportunities  in  the  region."  This  suggests  a  re- 
gional approach  to  tourism.  Or,  as  Dr.  Bergman  put  it,  "A  critical 
mass  of  recreational  activity  in  the  region." 

Most  rural  communities  are  too  small  or  too  remotely  located  and 
have  too  few  resources  to  create  this  all  too  important  critical  mass 
of  recreational  activity  on  their  own.  In  northeastern  North  Caro- 
lina we  have  developed  an  approach  which  treats  an  entire  region 
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as  one  unit  for  purposes  of  tourism  development.  This  requires  that 
we  first  identify  the  marketable  assets  common  to  most  or  all  of 
the  communities  located  within  the  designated  action  area. 

In  northeastern  North  Carolina  that  major  asset  is — in  the  entire 
16  counties  area  happens  to  be  water.  Northeastern  North  Carolina 
has  the  largest  SOUNDSystem  and  more  inland  waterways  than 
any  area  in  the  country.  Therefore,  it  has  been  legislated  by  the 
North  Carolina  General  Assembly  that  the  northeastern  North 
Carolina  Tourism  Development  Office  implement  a  water-based 
tourism  strategy.  Other  common  and  marketable  assets  indigenous 
to  our  area  include:  Hunting  and  fishing,  crafts,  historic  sites,  and 
the  natural  beauty  of  the  eco-system;  all  very  marketable,  all  with 
a  tremendous  potential  to  attract  tourists. 

Having  identified  our  marketable  assets,  we  determine  how  these 
assets  must  be  packaged  for  development.  This  requires  planning 
with  a  double  focus.  The  vision  had  to  be  clear,  comprehensive,  and 
marketable,  both  from  a  perspective  of  attracting  potential  devel- 
opers, and  ultimately  tourists  who  will  visit  the  attraction  they  cre- 
ate. No  one  developer  is  likely  to  develop  an  attraction  in  a  remote 
area  of  northeastern  North  Carolina;  for  that  matter,  in  any  other 
remote  area  of  rural  America,  because,  as  Dr.  Bergman  States,  "No 
single  attraction  will  be  sufficient  to  sustain  significant  economic 
activity  in  the  area,  and  a  new  attentiveness  to  visitor  expectation." 

We  therefore  borrowed  from  the  mall  concept,  where  there  is  an 
anchor;  or  in  our  case,  destination  projects  in  each  county  around 
which  a  family  might  plan  a  vacation.  Tourists  who  visit  these  sites 
will  create  markets  for  existing  smaller  attractions,  and  stimulate 
small  business  startups  in  surrounding  locations  to  accommodate 
the  demand  for  a  variety  of  activities  that  tourists  traditionally 
seek. 

Private  developers  will  be  recruited  to  develop  these  destination 
attractions  throughout  the  region,  and  as  a  result,  will  work  as 
partners.  They  will  jointly  market  and  share  a  central  reservation 
system  to  lure  tourists  first  to  the  region,  and  ultimately  to  their 
respective  attractions.  The  information  highway  will  be  a  major 
tool  in  the  reservation  system. 

Since  all  the  counties  in  the  region  can  be  reached  by  water,  the 
waterways  of  northeastern  North  Carolina  represent  a  splendid  op- 
portunity to  implement  the  water-based  tourism  by  connecting  at- 
tractions via  an  exciting  high-speed  water  transportation  system. 
This  system  will  allow  each  attraction  to  share  the  markets  created 
by  their  collective  attractions.  In  addition,  quadrimarans — or  four 
hull  boats — or  air  cushion  vehicles,  whichever  are  appropriate  in 
the  respective  bodies  of  water  in  northeastern  North  Carolina,  are 
an  attraction  in  themselves. 

Connecting  the  attractions  via  transportation  systems  is  critical. 
The  North  Carolina  Office  of  Travel  and  Tourism  indicates  that 
people  who  come  to  rural  North  Carolina  come  to  get  away  from 
traffic  jams  and  commuter  traffic.  The  last  place  a  vacationer 
wants  to  be  is  on  a  two-lane  highway  behind  a  farm  vehicle  or  a 
bus  trying  to  get  from  one  attraction  to  the  other.  Our  experience 
indicates  that  they  will  not  do  so. 

This  is  not  uncommon  to  almost  any  remote  rural  area  in  the 
United  States.   Western   North   Carolina,  for  example,  is   almost 
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identical  to  northeastern  North  Carolina,  except  they  have  moun- 
tains and  we  have  water.  Instead  of  a  high-speed  water  transpor- 
tation system  such  as  the  one  proposed  for  northeastern  North 
Carolina,  their  solution  to  this  problem  is  a  very  successful  Smoky 
Mountain  Railroad.  Like  our  proposed  high-speed  water  transpor- 
tation system,  the  railroad  is  an  attraction  in  itself,  and  many  for- 
merly remote  and  poor  communities  have  flourished  along  the 
route  of  the  railroad. 

Rural  tourism  works  best  with  a  regional  approach,  because  the 
communities  in  rural  America  are  generally  too  remote,  too  small, 
too  sparsely  populated,  and  are  usually  not  easily  accessible  from 
major  interstate  or  State  highwavs.  This  being  the  case,  it  is  im- 
portant that  legislation  that  might  facilitate  rural  tourism  recog- 
nize that  this  significantly  increases  population  and  land  area  to  be 
covered  by  comprehensive  tourism  strategy.  The  Federal  Budget 
Reconciliation  Act:  Provisions  to  Establisn  Empowerment  Zones 
and  Enterprise  Communities,  for  examples,  states  that  the  maxi- 
mum population  for  a  Rural  Empowerment  Zone  is  30,000  resi- 
dents. The  strategy  we  propose  will  impact  300,000  in  16  north- 
eastern North  Carolina  counties.  The  act  further  states  that  the 
designated  areas,  or  zones  and  communities,  not  exceed  1,000 
square  miles,  and  that  they  must  have  boundaries  that  are  contin- 
uous. Our  strategy  covers  well  in  excess  of  1,000  square  miles,  and 
many  of  the  counties  are  separated  by  water.  The  16  counties  in- 
cluded in  the  northeastern  North  Carolina  Development  Action 
Area  were  included  because  of  common  demographics  and  common 
marketable  characteristics,  and  therefore  the  potential  for  a  com- 
mon strategy  for  development. 

Our  regional  strategy  allows  the  remote  rural  communities  and 
small  towns  of  the  region  to  work  as  a  single,  agglomerate  econ- 
omy. Only  through  regional  cooperation,  aided  by  the  high-speed 
networks,  such  as  our  water  transportation,  information  highway, 
and  central  reservation  systems,  can  the  dispersed  population  of 
rural  areas,  divided  by  great  bodies  of  water  or  land,  hope  to  com- 
pete with  compact  industrial  parks  and  tourist  centers. 

We  therefore  recommend  that  in  the  case  of  the  Federal  Budget 
Reconciliation  Act,  that  the  Enterprise  Board  which  is  charged 
with  developing  the  specific  selection  criteria  for  designating  the 
Empowerment  Zones  and  Enterprise  Communities,  use  its  legisla- 
tive authority  to  waive  those  provisions  of  this  Federal  law  to 
achieve  the  purposes  of  the  act  with  respect  to  implementing  stra- 
tegic plans.  We  further  recommend  that  in  the  future  regional  ap- 
proaches to  economic  development  within  State  boundaries  be  a 
consideration  when  developing  selection  criteria  for  participation  in 
rural  economic  development  programs. 

I  have  attached  a  map  that  illustrates  the  evolving  tourism  de- 
velopment strategy  for  northeastern  North  Carolina.  I  have  also  at- 
tached a  schematic  that  illustrates  the  roles  of  the  private  and  pub- 
lic sectors  in  the  development  of  this  or  any  other  economic  devel- 
opment strategy.  I  would  also  add,  at  this  point,  that  the  North 
Carolina  Department  of  Commerce  was  asked  to  give  us  a  projected 
economic  impact  of  the  strategy  we  have  presented,  and  tneir  pro- 
jected impact  is  that  this  strategy  could  produce  as  many  as  21,750 
jobs  over  the  next  10  years,  and  promote  an  additional  half  billion 
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dollars  in  investments.  I  will  be  happy  to  respond  to  your  ques- 
tions. 

[Ms.  Sanders'  statement  may  be  found  in  the  appendix.] 
Chairman  Bilbray.  Thank  you.  We  are  going  to  go  to  the  other 
witnesses,  but  I  am  going  to  have  to  ask  everyone  to  limit  their  tes- 
timony to  5  minutes,  because  if  we  continue  on  at  this  rate  we  are 
not  going  to  reach  the  third  panel  at  all.  So  I  know  all  of  you  have 
prepared  testimony,  but  if  you  could  summarize  that  and  bring  it 
in  in  the  5  minutes,  because  we  would  like  to  ask  questions,  and 
we  would  also  like  to  hear  the  third  panel,  and  we  are  running  out 
of  time.  Dr.  Gustke? 
Dr.  Gustke.  That  is  correct. 

TESTIMONY  OF  LARRY  D.  GUSTKE,  OFFICE  OF  PARK  AND 
TOURISM  RESEARCH,  DEPARTMENT  OF  PARKS,  RECRE- 
ATION AND  TOURISM  MANAGEMENT,  NORTH  CAROLINA 
STATE  UNIVERSITY 

Dr.  Gustke.  Thank  you,  Mr.  Chairman.  It  is  a  pleasure  to  be 
here  with  you  today  and  to  have  the  opportunity  to  speak  about 
what  has  become  not  only  my  avocation  but  my  vocation,  tourism 
development. 

First  I  would  like  to  start  with  just  a  few  comments  about  the 
responsibilities  I  have  relative  to  this  State  and  to  my  position  at 
North  Carolina  State  University.  I  am  an  associate  in  an  office 
called  the  Office  of  Park  and  Tourism  Research.  We  keep  the  sta- 
tistics, have  an  infrastructure  inventory,  and  we  have  a  resident/ 
nonresident  visitor  profile  study  that  we  do  every  5  years. 

We  are  in  the  process  of  doing  an  image  study  for  the  State  of 
North  Carolina,  and  we  maintain  a  monitoring  system  that  mon- 
itors occupancy  rates,  average  daily  rates,  and  other  indicators  of 
tourism  in  North  Carolina.  Hopefully  that  will  give  you  some  per- 
spective as  to  where  I  am  coming  from  in  the  comments  I  am  going 
to  make  and  which  follow. 

Approximately  3  years  ago  we  were  approached — or  our  office, 
that  is,  the  Office  of  Park  and  Tourism  Research — was  approached 
by  Mississippi  State  University's  Rural  Development  Center.  They 
asked  us  to  look  at  rural  tourism  in  the  south,  and  specifically  the 
southeast.  We  did  that  by  developing  a  procedure,  a  sampling  pro- 
cedure known  as  a  Delphi,  and  prepared  a  questionnaire  and  an  in- 
strument which  we  mailed  to  a  preliminary  group  of  people  whom 
we  knew  were  involved  in  rural  tourism  activities.  These  activities 
could  be  workshops,  seminars,  infrastructure  inventories,  linked  to- 
gether marketing  plans,  et  cetera. 

Taking  that  initial  group,  we  asked  them  to  point  out  to  us  other 
individuals  who  would  be  interested  or  are  working  in  rural  tour- 
ism, and  from  that  list  we  aggregated  a  list  and  came  up  with  an 
overall  sampling  list  to  which  we  mailed  the  questionnaire. 

The  timing  is  what  is  most  significant  about  this  particular 
study.  It  was  put  in  the  field  in  1990  and  1991,  just  after  USTTA 
had  begun  to  do  more  work  in  the  rural  tourism  area,  so  some  of 
our  comments  in  here  about  a  network  and  the  dissemination  of  in- 
formation may  be  a  little  outdated,  and  I  am  going  to  qualify  those 
in  a  few  minutes. 
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But  I  think  what  is  most  important  is,  reading  through  a  few  of 
the  results,  to  point  out  things  that  are  pretty  important  about 
tourism  and  the  misperceptions  on  the  local  levels,  specifically  in 
rural  communities,  as  to  what  will  facilitate  tourism,  and  how  tour- 
ism can  happen. 

Mr.  Chairman,  as  your  comments  a  few  minutes  ago,  it  may  be 
possible  that  in  some  areas  rural  tourism  will  not  develop  because, 
in  fact,  we  do  not  have  an  aggregation  of  infrastructure  resources 
or  an  attraction  to  attract  individuals.  So  I  would  just  like  to  give 
you  some  general  summaries,  and  give  you  some  ideas  of  the  re- 
sults of  our  study.  There  are  copies  of  the  study  on  the  back  table, 
and  they  have  been  put  into  the  record. 

Numerous  extension  outreach  and  research  programs  have 
evolved  to  address  the  need  for  technical  assistance  to  rural  com- 
munities wishing  to  pursue  a  tourism  development  strategy.  To 
date — and  we  are  talking  about  1991  and  1992 — to  date  there  has 
been  little  coordination  of  these  programs,  and  that  is  still  a  prob- 
lem that  we  suffer  from,  especially  at  the  Federal  level  and  the  re- 
gional level.  Concern  over  possible  duplication  of  effort  and  lack  of 
synergism  has,  in  the  recent  past,  resulted  in  the  establishment  of 
the  National  Rural  Tourism  and  Small  Business  Assessment  Pro- 
grams funded  by  the  U.S.  Department  of  Commerce. 

The  Delphi  results,  which  I  have  alluded  to  a  few  minutes  ago, 
provide  evidence  that  there  are  both  similar  and  unique  needs  rel- 
ative to  rural  tourism  development  in  the  various  regions  of  the 
country.  It  is  also  clear  that  there  is  a  need  for  a  clearinghouse, 
for  at  least  a  mechanism  for  making  information  and  techniques  or 
development  available  to  those  who  need  it,  similar  to  the  mecha- 
nism that  Dr.  Edgell  was  talking  about  a  few  minutes  ago.  But  if 
we  think  about  that  on  a  national  scale,  that  one  is  apt  to  create 
great  demands  on  USTTA,  and  they  may  need  some  assistance, 
both  financial  and  staffing-wise,  to  meet  those  demands. 

It  would  appear  that  the  Cooperative  Extension  Network  which 
is  already  in  place  might  be  able  to  assist  in  that  provision  of  infor- 
mation and  technical  assistance.  However,  we  are  aware  that  that 
is  not  traditionally  in  their  expertise.  Their  expertise  has  been  in 
the  technical  areas  of  agriculture,  community  development,  et 
cetera.  They  are  not  as  familiar  with  tourism  as  many  of  us.  So  if 
they  would  become  involved  in  this  process,  it  would  take  some 
time  so  that  they  become  more  familiar  with,  in  fact,  what  the  in- 
dustry is  all  about,  and  how  the  industry  operates. 

Needs  identified  by  the  participants  in  the  Delphi  were  diverse. 
The  needs  also  ranged  from  basic  development  skills,  like  conduct- 
ing a  resource  inventory,  to  the  establishment  of  a  big  business  in- 
cubator for  the  small  businesses  associated  with  rural  tourism  de- 
velopment. Research  needs  ranged  from  how  to  measure  and  deter- 
mine economic  impact,  to  the  assessment  of  a  quality  rural  tourism 
product.  As  I  have  worked  with  the  rural  tourism  people  in  the  de- 
velopment of  rural  tourism  in  this  State,  the  development  of  that 
product  is  critical. 

Extension  and  technical  assistant  needs  ranged  fi-om  an  infra- 
structure and  organizational  issues,  to  fund  raising  and  the  acqui- 
sition of  financial  resources  necessary  to  underwrite  development. 
A  review  of  the  answers  to  the  questions  in  the  Delphi  also  reveals 


20 

that  many  of  the  needs  hsted  by  the  respondents  are  not  mutually 
exclusive. 

Planning  and  development  issues  are  identified  as  important 
under  extension  and  technical  assistance,  and  also  under  research. 
This  would  suggest  that  there  is  a  recognition  among  the  respond- 
ents that  technical  assistance,  research,  and  development  skills  are 
interdependent.  I  would  concur  with  that.  I  think  that  some  of  the 
work  that  we  have  done  with  the  Division  of  Travel  and  Tourism 
shows  that  that  interdependency  leads  to  success.  Each  of  the  ac- 
tivities influence  or  have  a  significant  impact  on  the  other.  For 
rural  tourism  development  to  occur,  all  activities  must  be  included 
in  the  development  strategy.  I  think  I  have  used  my  time. 
[Dr.  Gustke's  statement  may  be  found  in  the  appendix.] 
Chairman  BiLBRAY.  Thank  you.  That  was  extremely  interesting. 
All  of  your  statements  will  be  put  in  its  entirety  into  the  record, 
if  there  is  no  objection.  Hearing  none,  it  will  be  put  in  the  record, 
and  we  do — we  are  very  impressed  with  your  report,  and  we  will 
be  using  that  in  the  future.  Thank  you.  Mrs.  Bland? 

TESTIMONY  OF  ELIZABETH  WILLIAMS  BLAND,  PRESIDENT, 
GREATER  WILMINGTON  CHAMBER  OF  COMMERCE 

Ms.  Bland.  Mr.  Chairman,  Congresswoman  Clayton,  good  morn- 
ing. I  appreciate  the  opportunity  to  testify  before  the  committee  on 
tourism  development,  an  issue  of  vital  importance  to  the  well-being 
of  our  area. 

The  Wilmington  area  is  fortunate  to  have  many  resources  that 
make  it  a  natural  for  tourism  development.  The  Greater  Wilming- 
ton Chamber  of  Commerce  has  worked  toward,  first,  identifying 
these  resources;  and  then  acting  in  concert  with  other  entities  in 
our  area  to  enhance  and  develop  them.  Our  role  is  to  be  the  cata- 
lyst for  new  programs  that  then  can  be  taken  over  by  private 
groups  working  in  a  volunteer  capacity. 

How  did  we  develop  our  tourism  industry?  We  started  out  with 
our  beautiful  river,  our  clean  beaches,  our  moderate  climate,  and 
our  rich  historical  heritage.  Then  we  worked  to  make  the  most  of 
our  existing  benefits,  including  our  valuable  human  resources,  peo- 
ple with  professional  skills  who  were  willing  to  give  of  their  time 
and  expertise  to  make  our  area  a  better  place  to  work  and  play. 

The  Greater  Wilmington  Chamber  of  Commerce  also  maintains 
an  open  dialog  with  all  of  our  elected  representatives  to  ensure 
that  they  are  aware  of  our  area's  needs.  We  have  worked  in  concert 
with  those  officials  to  ensure  that  we  not  lose  one  of  our  most  valu- 
able historic  resources,  the  Civil  War  site  at  Fort  Fisher.  In  July 
of  1993  there  were  nearly  half  a  million  visitors  to  this  location, 
bringing  the  total  number  of  visitors  for  the  year  to  more  than 
980,000.  We  recognize  the  need  to  protect  this  type  of  site  for  our 
tourist  visitors,  as  well  as  for  future  generations. 

Renourishment  of  our  beaches,  which  is  funded  through  a  room 
tax,  is  a  vital  part  of  keeping  our  ocean  front  amenities  protected 
so  that  everyone  can  enjoy  our  public  beaches.  The  success  of  this 
valuable  program  is  demonstrated  by  the  fact  that  over  the  past  6 
years  we  have  seen  revenues  increase  10  percent  each  year.  The 
revenues,  a  portion  which  goes  to  tourist  promotion,  have  increased 
by  65  percent  since  inception. 
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I  would  be  remiss  if  I  did  not  mention  the  economic  impact  that 
the  film  industry  has  had  on  our  area.  While  this  is  not,  as  such, 
a  tourist  related  industry,  we  now  have  many  movie  people  visiting 
and  working  in  our  area.  This  is  an  attraction  to  many  people,  who 
can  enhance  their  vacations  to  Wilmington  by  visiting  the  film  stu- 
dio. It  was  Orton  Plantation,  a  popular  tourist  destination,  that 
originally  brought  the  film  industry  to  Wilmington. 

The  chamber  is  proud  of  its  ongoing  role  in  helping  make  Wil- 
mington a  better  place  to  live,  as  well  as  a  popular  destination  for 
people  seeking  enjoyable  or  educational  vacations. 

In  addition  to  the  projects  undertaken  by  the  chamber,  itself,  we 
have  an  active  Convention  and  Visitors  Bureau  ably  headed  by  Ms. 
Jane  Patterson.  Together,  the  Convention  Bureau  and  the  chamber 
each  year  distribute  over  1  million  items  of  information  on  Wil- 
mington and  our  area  beaches.  This  generates  over  $170  million  to 
our  economy  annually. 

I  will  mention  briefly  several  tourism-related  projects  that  we 
have  supported.  For  example,  the  chamber,  working  with  other  or- 
ganizations, assisted  in  establishing  what  is  now  known  as  the 
North  Carolina  Azalea  Festival  at  Wilmington.  Every  year,  in 
April,  Wilmington  is  the  destination  for  over  150,000  people  who 
stay  for  from  3  days  to  1  week,  enriching  our  local  economy  by  $2.5 
to  $3  million. 

The  successful  project  which  brought  the  battleship  USS  North 
Carolina  to  Wilmington  testifies  to  the  persistence  and  dedication 
of  these  same  groups  in  working  together  toward  common  goals. 
The  sound-and-light  production  at  the  battleship,  as  well  as  the 
river  taxi,  are  the  products  of  such  cooperation. 

Our  Downtown  Area  Revitalization  Effort,  known  as  DARE,  has 
succeeded  in  turning  around  the  flight  of  businesses  from  the 
downtown  Wilmington  area.  The  chamber  is  proud  to  have  played 
a  major  role  in  getting  this  organization  started.  Today  our  down- 
town is  home  to  many  tourist-oriented  enterprises,  as  well  as  our 
more  traditional  businesses  and  our  government  offices.  The  area 
also  has  become  an  ongoing  center  of  recreational  activities  for  resi- 
dents and  tourists,  alike. 

In  more  recent  years,  the  chamber  assisted  in  the  start  of  a 
downtown  art  show  that  has  evolved  into  a  3-day  celebration  now 
known  as  Riverfest.  This  is  another  example  of  an  idea  which  the 
chamber  promoted,  and  then  turned  over  to  private  groups.  Work- 
ing with  volunteers,  those  groups  have  developed  Riverfest  into  one 
of  Wilmington's  most  enjoyed  weekends. 

In  our  local  efforts  to  promote  tourism,  for  these  projects  and  fu- 
ture projects  to  be  successful,  we  must  have  adequate  transpor- 
tation systems  to  access  our  area.  The  chamber  has  recognized  and 
acted  on  the  need  for  open  lines  of  communication  with  our  Federal 
representatives  regarding  highway  funding  and  development.  Also, 
our  involvement  in  the  completion  of  the  new  terminal  at  New 
Hanover  County  International  Airport  is  an  example  of  our  deter- 
mination to  have  the  needed  infrastructure  to  safely  move  people 
into  and  out  of  our  community. 

What  I  have  described  is  a  process  that  involves  all  segments  of 
the  community  working  together.  We  have  learned  that  such  co- 
operation is  vital  to  the  success  of  any  effort. 
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I  hope  that  my  testimony  here  today  will  be  beneficial  to  the  sub- 
committee. My  remarks  to  you  this  morning  will  be  supplemented 
by  written  comments  outlining  specific  recommendations  for  en- 
hancement of  tourism  development.  Thank  you. 

[Ms.  Bland's  statement  may  be  found  in  the  appendix.] 
Chairman  BiLBRAY.  Thank  you,  Mrs.  Bland.  Mrs.  Phykitt? 

TESTIMONY  OF  TERRI  B.  PHYKITT,  CHAIRMAN  OF  TRAVEL, 
EASTERN  NORTH  CAROLINA  CHAMBER  OF  COMMERCE 

Ms.  Phykitt.  Chairman  Bilbray  and  Mrs.  Clayton,  I  am  Terri  B. 
Phykitt,  and  I  am  the  chairman  of  Travel  for  the  eastern  North 
Carolina  Chamber  of  Commerce.  That  is  a  regional  effort  for  east- 
ern North  Carolina  directed  to  bring  economic  self-sufficiency  to 
our  region.  Please  let  me  join  with  those  in  welcoming  you  today 
to  Wilmington,  and  especially  for  having  this,  in  eastern  North 
Carolina.  We  are  especially  grateful  to  Congresswoman  Clayton  for 
all  that  she  is  doing  to  bring  focus  to  our  region  as  well.  Thank 
you. 

Eastern  North  Carolina  is  a  43  county  region  in  which  2.5  mil- 
lion women,  men,  and  children  live.  Traditionally,  it  has  derived  its 
economy  primarily  from  agriculture,  and  secondarily  from  small 
manufacturing  plants  that  are  scattered  among  its  more  populated 
communities.  While  it  has  some  of  our  State's  most  productive  eco- 
nomic statistics  occurring  in  some  of  this  area,  it  also  has  areas  in 
which  the  economy  is  virtually  at  a  standstill,  with  more  than  half 
of  the  population  in  those  specific  areas  receiving  Federal,  State, 
and  local  support  in  order  to  live. 

The  region,  as  a  result,  is  not  economically  self-sufficient.  In  fact, 
a  study  conducted  for  the  eastern  North  Carolina  Chamber  of  Com- 
merce 7  years  ago  by  the  marketing  research  arm  of  BB&T,  the  re- 
gion's largest  banking  institution,  indicated  that  the  region  could 
never  be  self-sufficient  as  long  as  it  depended  only  on  agriculture 
and  industrv  as  its  two  major  economic  factors.  The  study  indicated 
that  a  third  major  economic  factor  was  needed  if  we  were  to  have 
the  opportunity  to  reach  economic  self-sufficiency. 

Officials  of  the  eastern  chamber,  thereby,  began  to  examine  the 
possibilities  for  developing  a  third  major  economic  factor,  and  that 
examination  resulted  in  the  decision  to  consider  tourism  as  that 
third  factor. 

Why?  Eastern  North  Carolina  is  a  historic  place;  in  fact,  it  is  the 
first  historic  place  in  this  Nation.  Glenville,  Raleigh,  and  Drake 
landed  parties  from  England  on  its  shores  more  than  400  years 
ago,  and  these  efforts  resulted  in  the  colonization  of  the  entire  New 
World  that  was  later  to  become  the  United  States  of  America.  We 
have  the  Nation's  first  history  in  abundance.  We  also  have  some 
very  outstanding  natural  resources  in  our  ocean  shoreline,  in  our 
rivers  and  their  tributaries,  as  has  been  told  today. 

Tourism  was  already  at  that  time  in  its  unorganized  infancy  and 
growing  when  the  eastern  chamber  carried  out  their  examination. 
Since  that  time  it  has  been  determined  that  several  things  needed 
to  happen  if  tourism  was  to  be  developed  into  the  third  major  eco- 
nomic factor,  and  they  are: 

The  people  and  businesses  needed  to  be  sold  on  that  potential. 
I  think  we  have  accomplished  that,  as  you  have  witnessed  today. 
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The  counties  had  to  be  encouraged  to  estabhsh  Tourism  Develop- 
ment Authorities  across  the  region,  and  to  fund  them  with  motel 
and  hotel  room  taxes.  That  has  been  accomplished  successfully  in 
some  areas,  and  still  is  moving  in  others. 

The  region  had  to  consider  the  development  to  at  least  15  signifi- 
cant attractions  that  will  stop  at  least  1,000  motor  vehicles  each 
day,  so  that  their  occupants  can  visit  these  attractions.  Five  of 
these  attractions  are  now  in  the  development  stage,  and  they  are: 
The  National  Marine  Air  Museum  adjacent  to  the  Cherry  Point 
Marine  Air  Station  in  Havelock,  North  Carolina;  the  eastern  North 
Carolina  Horse  Center  at  Williamston  in  Martin  County;  and  the 
Civil  War  Corridor,  which  is  a  series  of  battle  sites  along  U.S. 
Highway  70  corridor  from  Durham  to  Fort  Macon  in  Carteret 
County.  Those  3  are  the  attractions  that  are  already  well  under 
way. 

What  they  will  mean  to  eastern  North  Carolina,  the  horse  center, 
for  example:  For  every  one  person — every  one  horse  that  comes  to 
that  show,  it  will  bring  four  people  with  it  who  will  be  buying, 
spending,  staying  in  that  area.  The  Marine  air  museum  is  expected 
to  attract  half  a  million  visitors  every  year.  If  we  push  that  out  to 
monetary  value  as  to  North  Carolina,  that  is  $35  million  of  new 
tourism  dollars  spent  in  eastern  North  Carolina. 

There  are  two  more  now  being  considered:  The  Indian  Heritage 
Village  in  Robeson  County  near  Pembroke,  and  the  National  Pea- 
nut Museum  in  Halifax  County  near  Roanoke  Rapids,  and  still  oth- 
ers that  are  being  sought  out  and  will  be  examined.  Local  citizens 
who  have  worked  with  developing  the  attractions  need  help  in 
planning  and  implementation  from  State  and  Federal  specialists, 
and  a  regional  marketing  plan  must  be  developed  and  put  into 
place. 

It  is  believed  by  many  of  those  working  in  tourism  within  our 
committee,  and  out  in  the  region  as  a  whole,  that  with  the  imple- 
mentation of  the  planning  outlined  above  eastern  North  Carolina 
can  become  a  national  tourism  destination,  and  that  travelers  from 
all  over  the  country  will  come  to  North  Carolina  and  spend  leisure 
time  here.  I  believe  the  average  is  3  days  in  any  region  for  a  tour- 
ist, and  that  is  a  lot  of  tourism  dollars  brought  to  that  area. 

Such  a  successful  conclusion  of  this  effort,  coupled  with  the  con- 
tinued success  in  agriculture  and  in  industry  and  small  manufac- 
turing, including  small  business,  will  finally  insure  to  the  people  of 
eastern  North  Carolina  the  economic  self-sufficiency  that  we  need 
so  desperately.  Thank  you. 

[Ms.  Phykitt's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you.  Mr.  Jennings? 

TESTIMONY  OF  HARVARD  JENNINGS,  CHAIRMAN,  WILMING- 
TON/NEW HANOVER  COMMUNITY  DEVELOPMENT  CORPORA- 
TION 

Mr.  Jennings.  Chairman  Bilbray  and  Congresswoman  Eva  Clay- 
ton, I  am  very  pleased  to  be  here  this  morning  to  share  with  you 
some  thoughts  on  behalf  of  the  Wilmington/New  Hanover  Commu- 
nity Development  Corp. 

Techniques  used  in  this  area  for  tourism  development  emphasize 
historic   preservation,  beach   renourishment,   and  promotion   pro- 
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grams.  The  mild  weather,  a  variety  of  restaurants,  historic  and 
garden  tours,  and  the  annual  festivals  and  tournaments  are  high- 
lighted. The  local  community  supports  these  activities  through  var- 
ious local  government  initiatives  and  through  active  involvement. 

The  Wilmington/New  Hanover  Community  Development  Corp.  is 
interested  in  the  growth  and  development  of  the  tourism  industry 
with  respect  to  job  creation,  small  business  development,  and  the 
diversity  of  those  that  the  industry  attracts.  Let  me  say  right  there 
that  there  is  a  whole  history  here  in  southeastern  North  Carolina 
that  is  not  being  exploited  in  terms  of  its  development  as  an  attrac- 
tion to  tourists.  That — developing  that  history  and  presenting  it 
positively  and  attractively  could  bring  growth  and  development  to 
the  industry  by  helping  to  diversify  those  who  live  in  the  area  as 
tourists. 

We  would  like  to  see  all  segments  of  the  community  grow  and 
prosper  as  a  result  of  tourism  s  growth  and  development.  We  feel 
that  these  results  can  best  be  achieved  by  including  less  affluent 
segments  of  the  community  in  the  planning  process,  and  by  foster- 
ing opportunities  for  small  business  development  in  the  economi- 
cally depressed  areas  of  the  community.  We  perceive  the  CDC's 
role  as  one  of  galvanizing  community  resources  to  provide  expedi- 
tious programs  and  services  whereby  community's  vision  for  revi- 
talization  of  depressed  areas  might  be  realized.  The  CDC  is  devoted 
to  creating  jobs  for  low  income  persons,  providing  opportunities  for 
entrepreneurs  not  traditionally  accepted  by  mainstream  credit  and 
loan  establishments,  training  and  skills  enhancement,  and  aiding 
the  institutional  development  of  the  inner  city  area. 

We  believe  that  the  interest  of  tourism  development  would  be 
well  served  by  partnerships  between  all  levels  of  Grovernment,  the 
private  sector,  and  the  CDC,  directed  toward  economic  and  commu- 
nity development  in  the  inner  city.  Our  area  has  all  the  natural 
elements  that  are  conducive  to  a  booming  tourist  industry:  The  cli- 
mate, the  beaches,  the  forests,  the  rivers,  et  cetera.  But  the  inner 
city  is  characterized  by  unemployment,  high  crime  rates,  low  skill 
levels,  dependency,  and  hopelessness  significantly.  Many  of  the 
areas'  residents  have  expressed  a  history  of  neglect,  apathy,  and 
racial  polarization.  Thus,  conditions  exist  which  might  undermine 
attempts  to  develop  and  maintain  the  viability  of  tourism  in  our 
area. 

As  we  have  seen  in  other  areas,  tourists  have  become  the  pre- 
ferred victims  of  those  who  operate  out  of  a  subculture  of  low  skills, 
anger,  dependency,  and  hopelessness  which  is  produced  by  the  ab- 
sence of  Government  initiatives,  apathy,  and  racial  polarization. 
Some  would  deal  with  these  problems  by  building  more  prisons, 
hiring  more  police,  and  stiffening  sentences.  But  the  problem  with 
the  "get  tough"  approach  is  that  it  focuses  on  the  problem  rather 
than  the  solution.  It  calls  for  more  mops  rather  than  a  plumber. 
We,  at  the  CDC,  believe  that  it  is  time  to  get  real,  and  that  when 
the  Federal  Government  supports  community  and  economic  devel- 
opment in  depressed  areas,  it  is  supporting  the  very  foundation 
upon  which  we  stand. 

We  believe  that  a  person  with  lawful  options  that  are  clear,  ac- 
cessible, and  reasonable  will  rarely  choose  illegal  alternatives.  We 
believe  that  the  Federal  Government  can  support  local  tourism  and 
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fight  crime  by  packaging  its  assistance  in  such  a  way  as  to  compel 
cooperation  between  local  governments  and  the  private  sector,  and 
community  based  initiatives  with  regard  to  economic  develop  in  de- 
pressed areas.  We  do  not  believe  in  a  welfare  State  wherein  family 
is  destroyed,  morality  and  ethics  sacrificed,  personal  responsibility 
eschewed,  and  communities  destabilized. 

We  believe  that  Federal  efforts  to  support  tourism  in  our  areas 
should  address  the  need  for  block  grants  and  other  Federal  funds 
to  mandate  a  share  for  depressed  area  initiatives  directed  through 
private  nonprofit  structures  such  as  the  Wilmington/New  Hanover 
CDC.  Often  those  with  the  greatest  need  have  the  smallest  voice, 
and  consequently  must  scrape  for  crumbs.  The  Federal  Govern- 
ment, we  believe,  must  help  to  produce  an  environment  in  which 
depressed  areas  are  not  defined  in  terms  of  negative  manifesta- 
tions; but  rather  in  terms  of  positive  possibilities.  The  economic  in- 
frastructure of  the  mainstream  economy  must  be  caused  to  pass 
through  rather  than  around  these  areas.  There  must  be  a  priority 
for  revitalizing  our  inner  city  so  as  to  increase  lawfulness,  stabilize 
families,  build  pride,  foster  a  spirit  of  community  and  cooperation 
in  the  area  as  a  whole.  The  tourist  industry,  no  matter  how  robust, 
would  best  thrive  and  grow  in  an  environment  where  every  seg- 
ment of  the  community  has  a  vested  interest  in  its  well-oeing; 
where  public,  private,  and  community  partnerships  are  established, 
and  where  the  whole  community  owns,  operates,  and  participates 
in  the  industry,  itself.  Thank  you. 

[Mr.  Jennings'  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you.  Mr.  Trammell? 

STATEMENT  OF  RICHARD  D.  TRAMMELL  ON  BEHALF  OF 
GOVERNOR  HUNT 

Mr.  Trammell.  Congressman  Bilbray,  Congressman  Cla)^on,  on 
behalf  of  Governor  Hunt,  Secretary  of  Commerce  Davis  Phillips, 
and  our  Deputy  Secretary  Bob  Groodale,  and  the  travel  industry  of 
our  State,  I  want  to  welcome  you  to  North  Carolina,  and  tell  you 
how  much  we  appreciate  you  holding  this  hearing  here. 

I  think,  from  the  testimony  you  have  heard,  tourism  is  important 
to  North  Carolina.  North  Carolina  also  believes  that  tourism,  the 
travel  industry,  is  important  to  this  country.  If  you  look  at  the  de- 
velopment of  tourism  on  a  global  perspective  in  this  country,  there 
will  be  increasing  importance  that  should  be  placed  on  the  travel 
industry. 

I  am  not  going  into  any  detail  about  the  State  of  North  Carolina. 
You  have  heard  a  lot  of  the  detail  from  previous  panelists.  But 
there  are  several  important  elements  that  I  do  want  to  touch  on. 

One  thing  that  we  have  heard  today  is  that  the  success  of  travel 
and  touiism  development,  not  only  for  local  communities  and  for 
States,  but  for  the  country,  is  built  on  partnerships.  That  is  some- 
thing that  cannot  be  forgotten. 

Travel  and  tourism  is  economic  development  in  its  purest  form. 
It  is  an  excellent  example  of  public  and  private  partnerships  that 
work.  I  also  want  to  commend  the  U.S.  Travel  and  Tourism  Admin- 
istration, and  for  the  leadership  that  it  has  offered  the  travel  in- 
dustry under  the  acting  director,  David  Edgell.  I  have  the  utmost 
in  respect  for  Dr.  Edgell  and  the  work  that  he  has  done. 
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At  the  Federal  level,  in  my  testimony  I  have  pointed  out  several 
initiatives  that  I  am  intimately  familiar  with,  and  I  appreciate  your 
reading  those.  One  problem  that  has  been  touched  on  that  I  want 
to  relate  to  one  of  the  initiatives,  is  accessibility  for  rural  areas, 
since  that  is  something  we  are  really  dealing  with  today.  That  par- 
ticular initiative  is  the  scenic  byways  program  that  the  Federal 
Government  has  established.  It  is  a  program  that  I  would  ask  you 
to  take  a  long,  hard  look  at  and  do  anything  that  you  can  to  sup- 
port. While  interstates  benefit  this  country,  this  State  and  many 
communities,  the  international  and  many  domestic  travelers,  want 
an  experience  that  will  take  them  into  rural  America,  and  scenic 
byways  can  play  a  tremendous  role  in  that. 

One  thing  that  I  learned  many  years  ago  in  athletics  is  focusing 
on  basics,  doing  the  right  things  right,  and  that  a  good  offense  is 
the  best  defense  you  can  have.  I  think  that  applies  to  this  industry, 
too.  When  we  look  at  the  basics,  the  basics  need  to  start  at  the  very 
top,  and  that  is  with  the  Federal  Government,  and  then  filter 
down.  You  referred  to  that  a  moment  ago  in  a  question  to  Dr. 
Edgell.  Down  to  the  States,  down  to  the  regions,  down  to  the  coun- 
ties and  the  local  communities. 

It  is  extremely  important  that  the  Federal  Grovernment,  through 
the  U.S.  Travel  and  Tourism  Administration  as  it  relates  to  tour- 
ism initiatives,  work  with  local  communities,  and  the  travel  indus- 
try in  identifying  the  basics  that  need  to  be  coming  out  of  Washing- 
ton. The  way  that  North  Carolina — who  for  many  years  suffered  a 
loss  of  market  share  in  the  southeast — the  way  that  we  turned  the 
program  around  was  the  taking  an  in-depth  look  at  our  State  as 
a  product,  and  then  doing  the  planning  and  involving  a  number  of 
people  in  that  planning  from  all  walks  of  life,  from  all  segments  of 
the  travel  industry. 

Once  we  decided  on  the  direction  that  we  needed  to  be  going,  we 
developed  a  strategic  plan,  and  we  have  stuck  with  our  plan.  Our 
plan  includes  many  of  the  basics. 

It  is  critical  that  Congress  take  an  in-depth  and  objective  look  at 
the  U.S.  Travel  and  Tourism  Industry  and  its  positive  impact  on 
this  country;  yes,  on  the  rural  areas,  but  I  also  agree  with  Mr.  Jen- 
nings, on  the  urban  areas.  When  you  realize  the  positive  impact 
the  industry  can  have  on  development  in  these  areas,  then  the  next 
step  is  to  work  with  leaders  in  the  travel  industry,  and  develop 
those  same  public/private  partnerships  that  must  be  developed  at 
the  local  and  State  level,  work  and  develop  those  initiatives  that 
will  be  effective,  that  will  be  efficient  and  will  benefit  this  entire 
country.  There  is  an  old  saying  in  the  mountains  of  this  State  that 
it  is  best  to  measure  twice  and  cut  once,  and  I  think  that  applies 
to  exactly  what  we  are  talking  about  today. 

I  also  know  there  is  an  expression  used  down  here  on  the  coast 
that  the  rising  tide  lifts  all  boats.  I  think  if  we  all  work  together, 
that  we  can  impact  that  rising  tide,  and  that  we  can  all  benefit 
from  the  work  that  we  do  in  utilizing  the  travel  industry  of  Amer- 
ica to  benefit  this  country  and  this  State  and  all  of  the  citizens 
therein. 

In  keeping  with  my  time,  I  will  close.  But  I  do  want  to  share  one 
thing  with  you  in  closing,  because  it  really  came  home  to  me  re- 
cently. There  was  a  major  industrial  prospect  looking  at  this  State 


27 

for  possible  expansion,  for  building  a  new  industry  in  this  State. 
Early  in  the  process,  this  major  industry  or  the  consultants  work- 
ing and  representing  the  industry,  came  to  our  State  and  wanted 
specific  answers.  What  they  wanted  to  know  about  was  quality  of 
life  in  communities.  Every  question  in  their  questionnaire  related 
to  quality  of  life.  But  underlying  that  quality  of  life  was  basically 
an  inventory  of  all  of  the  tourism  amenities  within  a  100  mile  ra- 
dius of  the  site.  That  tells  me  that  to  bring  industrial  growth  to  an 
area,  you  need  quality  of  life.  The  travel  industry  and  tourism  can 
go  a  long  way  in  providing  that  quality  of  life.  So  I  think  there  is, 
indeed,  a  ripple-down  effect  to  your  efforts  in  promoting  the  travel 
industry  and  developing  it  for  this  country. 

As  we  sit  here  today  talking  about  it,  I  would  be  remiss  if  I  did 
not  say,  though,  that  in  recent  weeks  I  have  received  a  number  of 
letters  and  communiques  from  across  this  country  urging  me  to 
contact  our  legislative  delegation  members  about  the  budget  of  the 
U.S.  Travel  and  Tourism  Administration.  Every  year  for  as  long  as 
I  have  been  involved  in  this  industry,  that  budget,  that  agency  has 
been  threatened.  I  think  that  this  committee  could  go  a  long  way 
in  carrying  the  message  back  to  Washington  that  U.S.  Travel  and 
Tourism  Administration  is  important  to  the  travel  industry  of  this 
country,  to  the  future  of  the  travel  industry  of  this  country.  Not 
only  should  it  be  funded,  but  again  that  in-depth  look  be  taken, 
and  determine  exactly  what  funding  is  adequate,  and  let  us  truly 
use  it  for  developing  the  travel  industry  of  our  country  the  way  we 
have  many  other  industries. 

Thank  you  for  being  with  us  today,  and  thank  you  for  allowing 
us  to  join  you.  If  I  may  invite  you  back  to  Wilmington,  back  to 
North  Carolina,  I  encourage  you  to  pass  the  word  on  to  Mrs. 
Bilbray  to  bring  checkbook  and  plenty  of  credit  cards. 

[Mr.  Trammell's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  She  does  that  without  me  ever  telHng  her. 
Not  necessarily  the  checkbook,  but  the  credit  cards,  I  guarantee 
you. 

You  are  preaching  to  the  choir  on  USTTA.  Unfortunately,  there 
are  many  people  who  are  not  involved  in  the  travel  and  tourism 
caucus,  or  on  the  committee — my  committee.  Of  course,  there  are 
those  out  there  that  feel  that  promotion  of  travel  and  tourism  on 
an  international  basis  should  be  left  to  localities.  States,  local  gov- 
ernments. The  big  cities,  such  as  mine.  Las  Vegas,  has  a  tremen- 
dous program  across  the  world.  But  smaller  towns  just  do  not  have 
that  kind  of  tremendous  budget  to  promote  their  product. 

So  I  agree  with  you,  and  I  think  that — I  know  the  members  of 
this  committee  all  support  an  enhanced  budget  for  the  USTTA,  but 
it  think  you  have  got  to  appeal  to  your  senators,  too.  That  is  a  key. 
If  anybody  happens  to  know  Congressman  John  Dingell  from 
Michigan  very  well,  you  need  to  talk  to  Congressman  Dingle,  be- 
cause he  has  always  been  a  serious  problem  in  this  regard. 

I  would  like  to  ask  a  couple  of  questions,  though.  One  was  to 
Mrs.  Sanders  on  the  infrastructure.  I  think  this  is  a  thing  that  is 
often  overlooked,  is  the  ability  to  get  to — from  point  A  to  point  B, 
Many  rural  communities  that  want  to  develop  tourism,  it  is  going 
to  take  an  effort  on  the  part  of  county  and  State  governments  to 
provide  adequate  roads — and  in  your  case  waterways,  which  are 


28 

very  unique.  Do  you  feel  you  are  getting  adequate  help  from  the 
Federal  and  State  governments  on  developing  this  infrastructure? 
Of  course,  it  takes  your  initiative  on  a  local  level  to  get  your  people 
to  push  for  this  development.  But  are  you  getting  the  kind  of  sup- 
port, and  what  are  you  looking  for  to  develop  that  infrastructure? 

Ms.  Sanders.  Well,  our  effort  right  now  is  to  document  and  to 
really  examine  the  feasibility  of  our  proposed  water  transportation 
system.  We  think  that  because  the  attractions  in  the  16-county 
area  are  going  to  be — have  such  wide  land  areas  between  them, 
that  it  is  important  that  we  develop  a  unique  way  of  getting  people 
from  attraction  to  attraction.  So  we  are — the  first  thing  we  are 
doing  is  to  develop  a  feasibility  study,  which  tells  us  about  the 
operational,  the  environmental,  and  the  safety  feasibility  of  the 
system. 

Once  we  have  done  that,  then  it  is  our  intention  to  make  this  a 
part  of  an  overall  strategy  that  we  are  submitting  to  the  Depart- 
ment of  Agriculture  and  Department  of  Transportation  for  possible 
funding.  What  we  are  hoping  to  do  with  it  is  to  have  the — either 
the  Federal  Government  or  the  State  government  to  purchase  the 
boats,  and  then  lease  them  to  private  concerns  for  operation,  which 
means  that  the  net  investment  for  the  public  sector  will  be  zero, 
because  they  will  be  able  to  recoup  their  dollars  through  the  leas- 
ing and  operation  of  the  boats. 

Chairman  Bilbray.  Mr.  Jennings,  I  had  a  question,  too.  You 
have  mentioned  the  designation  for  it  and  support  for  the  inner 
urban  areas.  You  are  from  Wilmington  right  here,  is  that  your 
area,  or 

Mr.  Jennings.  No,  I  live  about  20  miles  South. 

Chairman  Bilbray.  I  see.  We  were  talking  of  the  new  reconcili- 
ation bill,  and  of  course  the  empowerment  zones  that  it  made, 
which  Ms.  Sanders  mentioned.  I  do  not  know  what  your  qualifica- 
tions are  to  meet  that  requirement  here,  but  that  bill — is  it  some- 
thing you — are  you  looking  at  that  as  a  possible 

Mr.  Jennings.  We  would  be  interested  in  looking  at  that,  yes.  I 
am  not  familiar  with  it  right  at  the  moment,  but  it  sounds  like 
something  we  would  be  interested  in. 

Chairman  Bilbray.  Of  course,  Ms.  Sanders,  you  are  concerned 
that  it  is  too  limited — the  rural  empowerment  zone  is  too  limited 
in  population. 

Ms.  Sanders.  Yes,  the  problem,  as  we  read  it,  is  that  it  limits 
the  empowerment  zones,  in  population,  to  30,000  people.  In  order 
to  look  at  rural  tourism  and  rural  economic  development  very  often 
you  have  to  look  at  a  regional  approach.  If  you  look  at  a  regional 
approach,  you  are  obviously  going  to  have  to  include  many,  many 
more  people.  In  our  case,  there  are  300,000  people  in  the  action 
area  that  we  are  looking  at.  So  it  is  going  to  be  more  cost  effective 
to  increase  the  numbers  of  people  who  those  areas  are  supposed  to 
include.  That  also  goes  for  the  land  area,  too;  1,000  miles  is  not  a 
lot  when  it  is  rural. 

Chairman  Bilbray.  In  my  part  of  the  country  that  is  down  the 
street. 

Ms.  Clayton.  Yes,  I  have  a  couple  of  questions  of  Ms.  Sanders, 
one  in  terms  of — I  happen  to  know  of  her  project,  and  obviously  it 
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has  to  get  a  waiver.  But  I  am  not  sure  that  the  waiver  is — I  think 
the  waiver  is  given,  you  mentioned,  to  the  board  or  your 

Ms.  Sanders.  The  Enterprise  Board. 

Ms.  Clayton.  OK,  the  Enterprise  Board. 

Ms.  Sanders.  The  Enterprise  Board  has  the  power,  is  authorized 
in  the  legislation  to  waive  that  requirement.  Well,  they  are  author- 
ized to  waive  any  Federal  law.  What  we  are  saying  is  to  waive  the 
requirements  on  this  Federal  law. 

Ms.  Clayton.  Let  me  just  ask,  in  your  transportation — and  it  is 
a  unique  project  in  concept — but  do  you  plan  to  advocate  or  to  pro- 
mote the  environment  or  the  natural  resources  along  whereas  you 
use  the  waterways? 

Ms.  Sanders.  Oh,  absolutely.  Eco-tourism  is  one  of  the  fastest 
growing  areas,  and  we  have,  for  example,  a  private  developer  who 
has  expressed  an  interest  of  creating  the  definitive  eco-tourist  park, 
and  we  think  that  is  really  important  because  the  potential  for 
making  money  is  what  is  going  to  make  development  work.  Until 
you  convince  private  developers  of  that,  I  do  not  expect  that  we  will 
nave  a  whole  lot  of  development  in  rural  areas. 

Ms.  Clayton.  Ms.  Phykitt,  you  have  referenced  some  data  that 
is  so  critical  to  eastern  North  Carolina;  that,  in  fact,  that  we  are 
distressed,  and  that  if  we  are  depending  on  the  two  famous  sectors, 
agriculture  and  manufacturing,  we  not  be  self-sufficient. 

Ms.  Phykitt.  That  is  right. 

Ms.  Clayton.  Are  you,  in  your  own  agency,  confident  that  tour- 
ism is  appreciated  as  a  strategy  for  economic  development,  or  is  it 
yet  emerging? 

Ms.  Phykitt.  I  am  convinced  now,  Congresswoman  Clayton,  that 
it  is  acceptable.  Five  years  ago  if  you  would  talk  about  tourism,  I 
think  we  got  a  lot  of  head-nodding,  and  people  said,  "That  is  nice, 
but  it  is  not  important."  But  we  work  closely,  the  eastern  chamber 
does,  with  the  eastern  delegation  in  the  North  Carolina  General 
Assembly,  and  we  have  two  co-chairmen  and  both  of  them  really 
support  tourism  wholeheartedly.  The  general  assembly,  especially 
the  eastern  delegation,  has  now  embraced  it.  I  believe  our  local 
communities  have  as  well. 

Ms.  Clayton.  Are  you  working  with  local  chambers  and  local 
economic  development  commissions? 

Ms.  Phykitt.  Yes,  we  are.  The  local  chambers  of  eastern  North 
Carolina  are  members  of  our  regional  effort.  We  do  have  a  segment 
of  local  municipalities  which  has  been  added  as  the  Municipal 
Council  of  the  eastern  chamber,  and  we  coordinate  with  them  on 
local  projects  and  regional  projects. 

Ms.  Clayton.  So  you  kind  of  monitor  what  is  happening  in  tour- 
ism in  the  16  counties? 

Ms.  Phykitt.  Forty-three  counties. 

Ms.  Clayton.  Mr.  Jennings,  I  was  struck  by  your  comment  on 
inner-city  and  tourism.  You  are  struck  with  the  fact  that  tourism 
is  really  a  people's  way  of  showing  what  is  happy,  what  is  easy, 
what  is  attractive.  It  is  a  "feel  good"  industry.  So  when  you  so  ade- 
quately describe  the  innercity  plight  as  where  there  is  hopelessness 
and  there  is  higher  level  unemployment,  high  level  crime,  and  that 
is  the  opposite  of  "feel  good."  So  it  seems  like  it  is  almost  irreconcil- 
able, the  two. 
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But,  yet,  it  is  so  much  related,  because  in  the  end  tourism  can 
be — as  quickly  as  it  is  developed,  it  can  lose.  I  mean,  Miami  has 
only  to  look  at,  the  hopelessness  that  is  happening  in  Miami. 
Miami  was — I  do  not  know  if  Dr.  Edgell — Dr.  Edgell  that  was  seat- 
ed here  might  have  used  it,  but  it  is  the  first  or  the  second  largest 
international  tourist  area,  and  now  it  is  moving  down  just  from 
crime.  So  help  me  to  suggest  what  we  ought  to  be  looking  at  as  to 
foster  a  good  relationship  so  that  you  do  not  have  this  undercur- 
rent that  prevents  that. 

Mr.  Jennings.  I  think,  fundamentally,  the  problem,  in  terms  of 
whatever  negative  manifestations  there  may  be  in  the  inner-city  or 
whatever  depressed  area,  are  problems  that  are  grounded  in  exclu- 
sivity, where  these  areas  have  historically  been  neglected  and  not 
included  in  terms  of  the  rising  tide,  and  many  of  the  folks  that  are 
in  these  areas  have  not  had  a  boat  to  be  lifted  when  the  tide  rose. 
I  think  that  fundamentally,  in  order  to  deal  with  that,  we  have  to 
address  the  question  of:  How  do  we  include  these  areas  in  the  gen- 
eral growth  and  development  of  the  community  at  large? 

I  think  if  we  take  a  different  focus,  if  we  think,  act,  and  talk  to- 
ward a  different  result,  we  stand  a  greater  possibility  at  arriving 
at  a  different  result.  It  seems  to  me  that  many  black  people 
throughout  this  country,  for  instance,  are  interested  in  their  his- 
tory, are  interested  in  their  culture.  When  we  talk  about  develop- 
ing an  industry  around  attractions,  these  are  things  that  are  verv 
attractive  to  black  Americans,  and  could  be  a  component  of  growth 
in  the  tourism  industry.  This  area  has  a  history  relative  to  the 
antebellum  south  and  the  Reconstruction  Period  or  Post- Recon- 
struction Period  where  blacks,  for  instance,  made  significant  con- 
tributions to  the  growth  and  development  of  the  area. 

In  terms  of  how  the  area  expresses  itself,  in  terms  of  historical 
preservation,  in  terms  of  developing  the  natural  area  as  an  attrac- 
tive place,  I  believe  that  there  are  ways  that  this  history  can  be 
presented  attractively  if  the  interest  is  willing  to  hold  hands  with 
motivated  forces  in  these  areas,  were  to  holdf  hands  to  develop  a 
means  of  presenting  that  aspect  of  our  history  in  an  attractive 
light,  I  believe  it  can  be  done.  I  would  like  to  iust  relate  to,  if  you 
do  not  mind,  how  the  Federal  Government  packages  its  assistance. 

Ms.  Sanders  spoke  about  some  geographical  restriction  in  terms 
of  area  covered  with  a  particular  branch.  I  do  not  think  it  is  just 
a  problem  with  that,  in  particular.  HHS  has  a  grant  out  that  is  di- 
rected to  HBU's,  historically  black  universities  and  colleges,  that 
makes  moneys  available  to  work  in  the  interest  of  objectives  that 
the  Wilmington/New  Hanover  CDC  also  embraces.  But  since  the 
HBU  has  to  be  the  primary  player  in  terms  of  making  these  re- 
sources available  and  developing  partnerships  in  the  community 
for  most  effective  impact,  we  have  encountered  a  problem  where 
the  lone  HBU  operating  in  our  area  may,  in  fact,  have  already  con- 
tracted with  another  CDC  elsewhere,  limiting  or  eliminating  the 
possibility  that  it  can  work  with  us. 

So  here  we  are  with  the  same  objectives,  great  opportunity  to 
provide  training  and  technical  assistance,  but  without  an  HBU  lo- 
cally that  we — that  could  work  with  us  because  of  the  restrictive 
nature  of  the  NOFA.  If  this  HBU,  for  instance,  could  be  allowed  to 
work  with  a  consortium  of  other  HBU's,  and  could  be  allowed  to 
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engage  in  more  than  one  project,  then  they  could  help  the  folks 
that  they  are  working  with  elsewhere  and  us  at  the  same  time;  and 
if  that  cannot  happen,  then  we  are  without  access  to  that  particu- 
lar pot  of  money.  So  I  think  that  the  Federal  Grovernment, 
whoever's  responsibility  it  is,  needs  to  review  these  pots  of  money 
to  make  them  more  flexible  and  available  for  wider — wider  and 
broader  application,  and  I  think  that  is  similar  to  the  problem  she 
is  expressing. 

Ms.  Clayton.  Thank  you  very  much.  I  will  follow  up  on  yours. 
Thank  you,  Mr.  Chairman. 

Chairman  Bilbray.  Thank  you  all.  We  are  going  to  have  to — it 
is  almost  noon  now.  We  will  nave  to  jump  to  the  next  panel,  but 
we  all  thank  you.  Dr.  Gustke,  I  am  going  to  contact  you  again. 
Your  figures  are  very  interesting,  and  I  would  like  to  have  more 
time  to  talk  to  you  about  them.  Thank  you. 

If  the  next  panel  would  come  forward,  we  are  not  going  to  take 
a  break,  we  are  just  going  to  jump  straight  to  you  and — ^because 
we  would  want  to  spend  at  least  a  full  half  hour  on  your  testimony. 
Next  panel  is  composed  of  Mr.  Windell  Daniels,  owner  of  United 
National  Tours;  Mr.  George  McKecuen,  Watermark  Associates  of 
Artisans,  Inc.;  and  Mr.  Roy  Clifton.  Because  this  is  a  quick-change 
here,  Mr.  Clifton,  who  do  you  represent? 

Mr.  Clifton.  The  North  Carolina  Restaurant  Association,  Cape 
Fear  Chapter. 

Chairman  Bilbray.  The  North  Carolina  Restaurant  Association, 
and  which  chapter? 

Mr.  Clifton.  Cape  Fear  Chapter. 

Chairman  Bilbray.  At  Cape  Fear.  OK  Would  you  please  take 
your  seats,  and  we  will  start  right  off,  if  we  might,  with  Mr.  Dan- 
iels. 

TESTIMONY  OF  WINDELL  DANIELS,  PRESIDENT,  UNITED 
NATIONAL  TOURS 

Mr.  Daniels.  Mr.  Chairman,  Congresswoman  Clayton,  it  is  a 
great  pleasure  to  be  here  this  morning  with  you.  I  bring  you  greet- 
ings from  United  National  Tours,  the  North  Carolina  Bus  Associa- 
tion, and  the  National  Coalition  of  Black  Meeting  Planners. 

My  ideas  on  improving  tourism  in  our  local  area  are:  More  in- 
volvement in  our  Convention  Bureau;  marketing  organizations, 
companies,  and  schools  by  sending  flyers,  brochures,  and  other — 
other  materials,  one-on-one  contact;  and  inviting  meeting  planners 
to  the  city  for  FAM  trips  to  see  what  Wilmington  has  to  offer,  get 
our  local  community  involved  by  advertising  their  business  during 
the  FAM  trips. 

We  need  more  Federal  and  State  and  local  assistance  for  minor- 
ity companies  to  enhance  tourism;  black  museums,  and  black  his- 
tory tours. 

We  need  limited  bus  transportation  in  the  rural  areas  to  accom- 
modate individuals  without  transportation  to  the  inner-city  for 
shopping,  working,  and  touring  also  the  beaches — beaches  of  our 
area. 

I  would  like  to  ask  another  question.  I  have  a  question  here  in 
closing.  How  do  small  tour  operators  get  involved  in  tourism,  inter- 
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national  tourism?  We  need  to  know  more  about  Government  con- 
tracting, bidding  and  payment.  Thank  you  so  very  much, 

[Mr.  Daniels'  statement  may  be  found  in  the  appendix.] 

Chairman  BiLBRAY.  Thank  you.  Mr.  Clifton? 

TESTIMONY  OF  ROY  CLIFTON,  NORTH  CAROLINA 
RESTAURANT  ASSOCIATION,  CAPE  FEAR  CHAPTER 

Mr.  Clifton.  Mr.  Chairman  and  Congresswoman  Clayton,  thank 
you  very  much  for  the  opportunity  of  appearing  before  you.  I  have 
synopsized  as  much  as  possible,  the  comments  which  we  have  given 
in  writing. 

The  Cape  Fear  Chapter  of  the  North  Carolina  Restaurant  Asso- 
ciation salutes  your  interest  and  your  request  for  a  dialog  with  the 
hospitality  industry  within  the  region.  Individual  restaurants  na- 
tionally only  average  a  gross  income  of  some  $437,000;  yet  they  em- 
ploy an  average  of  7.5  persons.  The  national  average  for  a  net  prof- 
it within  our  industry  is  8  percent.  The  average  restaurant  owner, 
therefore,  operates  their  business  for  an  average  income  of  $34,500. 

The  greatest  problem  our  industry  is  experiencing  at  this  point 
is  a  lack  of  funds  necessary  to  advertise  our  readiness  to  those  out- 
side our  area  and  our  State.  Another  major  exception  is  the  lack 
of  an  adequate  regional  trade  show  and  convention  facility  in  the 
Cape  Fear  area  which  is  necessary  to  attract  major  State  and 
smaller  national  conventions  to  our  area.  Our  small  experiment 
with  the  Coastline  Convention  Center  has  shown  us  that  the  de- 
mand is  there,  but  our  ability  to  afford  a  proper  facility  is  ques- 
tioned by  the  various  commissions  that  are  involved  with  our  in- 
dustry. 

Special  interest  taxes  and  self-help  programs  cannot  answer  all 
of  these  questions.  Restaurants  make  up  the  majority  of  the  hospi- 
tality and  tourism  industry;  yet  our  representation  on  these  com- 
missions and  on  these  councils  is  almost  nonexistent.  More  rep- 
resentation will  allow  these  small  restaurants  to  better  understand 
tourism,  and  at  the  same  time  offer  valuable  input  to  the  commit- 
tees. 

The  North  Carolina  Restaurant  Association  has  expressed  a  need 
to  view  tourism  as  an  important  aspect  of  our  growth,  but  the  local 
breakfast  house  and  the  business  lunch  cafe  does  not  understand 
or  appreciate  the  additional  burdens  increased  taxes  would  place 
upon  their  patrons.  Their  customer  base  is  too  fragile  as  it  is.  This 
problem  must  be  addressed  if  our  growth  in  tourism  is  to  be  suc- 
cessful. 

I  think  it  is  important  to  mention  at  this  time  that  the  majority 
of  the  restaurant  industry  is  not  made  up  of  the  McDonald's,  the 
Pepsico,  the  ARA  Services,  the  General  Foods,  and  the  likes;  it  is 
made  up  of  small  "mom  and  pop"  cafes  spread  all  around  this  coun- 
try. These  "mom  and  pops"  are  the  silent  majority  of  free  enter- 
prise. 

We  are,  in  the  hospitality  industry,  the  blue  collar  workers,  from 
the  owner  to  the  employee.  Like  the  home  farm  industry,  we  plod 
along,  feeling  helpless  in  our  stru^le  to  make  a  living  for  our  chil- 
dren and  those  of  our  employees.  Our  employees,  by  and  large,  are 
the  so-called  minimum  wage  people — ^high  school  and  college  stu- 
dent, minority  laborers,  senior  citizens,  high  school  dropouts,  and 
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yes,  even  those  illegal  aliens.  We  are  silent  to  the  politics  that 
plagues  us.  We  are  one  of  the  most  regulated  industries  due  to  our 
silence.  OSHA;  Health,  Safety  and  Welfare;  pubHc  health;  fire  safe- 
ty; ATF;  ABC;  IRS;  Social  Security  payments  on  third  party  tips; 
environmental  hazards;  handicap  access  and  their  rights  to  employ- 
ment; smoking  in  public  places;  the  hst  goes  on  and  on  and  on. 

Many  of  these  employees  will  not  work  full-time  for  us  since  it 
interferes  with  their  ability  to  maintain  their  Medicare  benefits  or 
their  rights  to  the  public  housing.  For  some,  too  many  hours  inter- 
feres with  work-study  programs  and  their  ability  to  maintain  or  ob- 
tain their  student  loans. 

Why  is  the  Federal  Government  chastising  the  blue  collar  work- 
er, the  industrious  student,  and  humiliating  these  poor  persons  try- 
ing to  support  their  families  the  best  way  they  know  how?  The 
community  college  systems  and  the  major  universities  have  added 
programs  in  order  to  help  evaluate  our  employees,  and  elevate 
them  to  management  positions  within  the  hospitality  industry.  The 
employee,  however,  cannot  leave  their  family  in  order  to  attend  be- 
cause the  lack  of  child  care  services,  or  the  cost  of  it  is  too  prohibi- 
tive. 

A  present  hotel  tax  is  in  place  in  this  county  in  order  to  assist 
us  with  the  high  cost  of  advertising.  We  are  ready  to  satisfy  the 
needs  of  the  tourists  and  the  conventioneer.  Yet  75  percent  of  the 
funds  go  to  protect  our  beach  communities  and  our  beaches 
through  the  Beach  Renourishment  Program.  Cannot  the  Federal 
Government  establish  some  sort  of  renourishment  program,  so  that 
we  could  use  more  funds  for  tourism?  Thank  you  very  much  for  the 
opportunity  to  talk  before  you. 

[Mr.  Clifton's  statement  may  be  found  in  the  appendix.] 

Chairman  BiLBRAY.  Thank  you.  Mr.  McKecuen? 

TESTIMONY  OF  GEORGE  McKECUEN,  WATERMARK 
ASSOCIATION  OF  ARTISANS,  INC. 

Mr.  McKecuen.  I  am  going  to  give  you  a  somewhat  different  ap- 
proach to  capturing  tourist  dollars.  Our  organization  seeks  tourist 
dollars  not  so  much  from  our  local  area,  but  from  the  Nation  and 
overseas. 

The  effect  of  tourism  on  communities  around  the  world  is  well 
documented.  Unfortunately,  very  little  in-depth  investigation  has 
been  done  into  how  tourism  can  be  used  as  a  mainspring  for  eco- 
nomic development  in  rural  areas.  Of  special  interest  to  Water- 
mark Association  of  Artisans  is  what  kinds  of  strategies  craft  arti- 
sans can  devise  to  take  advantage  of  tourism  dollars  to  help  invig- 
orate the  stagnant  or  shrinking  economies  in  isolated,  rural  parts 
of  the  country. 

Many  craft  organizations  and  artisans  are  located  in  areas  where 
few  tourists  go,  or  even  few  pass  through  on  their  way  to  some- 
where else.  Watermark  Association  of  Artisans,  created  in  1978, 
and  located  in  rural  northeastern  North  Carolina,  is  such  an  orga- 
nization. 

Watermark  is  a  member-owned  cooperative  of  776  members,  with 
400  actively  selling  through  the  co-op.  Approximately  one-half  of  its 
active  members — that  is  200  people — are  hobbyists  who  earn  from 
several  hundred  to  several  thousand  dollars  per  year  from  sales  in 
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Watermark's  retail  shop.  The  retail  shop  has  an  average  yearly 
sales  of  about  $70,000.  The  other  200  active  members  earn  from 
$10,000  to  $30,000  in  yearly  income  from  the  co-op  wholesaling 
their  crafts.  These  are  primarily  women  who  have  to  supplement 
or  to  supply  substantial  or  total  incomes  for  their  families.  Thus, 
they  must  have  a  dependable  source  of  monthly  income. 

In  order  for  Watermark  to  be  able  to  supply  fairly  consistent 
monthly  income  to  its  members,  the  cooperative  has  had  to  devise 
sales  strategies  which  would  generate  more  income  than  could  be 
derived  from  the  meager  seasonal  local  tourist  sales.  Watermark 
therefore  has  chosen  to  pursue  tourism -related  sales  on  the  na- 
tional and  international  levels  by  selling  its  handmade  crafts  and 
gifts  accessories  to  shops,  specialty  stores,  and  so  forth  which  have 
their  own  access  to  tourists  and  other  customer  bases  from  Chicago 
to  San  Francisco  to  Tokyo  to  Paris,  New  York,  so  on.  By  selling 
wholesale.  Watermark  has  been  able  to  supply  a  variety  of  stores 
both  with  product  lines,  and  at  prices  and  in  volume  which  it 
would  never  have  been  able  to  have  done  locally. 

Marketing  crafts  wholesale  as  a  strategy  for  rural  economic  de- 
velopment has  been  successful  for  Watermark  for  a  variety  of  rea- 
sons: 

There  is  very  low  initial  and  continued  capital  outlay  for  equip- 
ment and  raw  materials.  No  capital  outlay  is  needed  for  a  plant, 
since  most  work  is  done  at  home. 

The  second  point:  Where  the  business  operates  is  not  dependent 
on  specific  geographic  locations  or  close  proximity  to  buyers  of  the 
products. 

Third,  few  skills  are  needed  to  begin  working,  and  training  to  de- 
velop advanced  worker  skills  can  be  performed  in-house  and  is  in- 
expensive. 

Fourth,  members  are  self-employed;  therefore,  they  are  their  own 
bosses  and  establish  their  own  work  schedules.  They  also  learn 
how  to  operate  a  business,  and  many  spin  off  their  own  businesses 
due  to  the  business  skills  and  self-confidence  gained  through  their 
work  at  Watermark. 

Fifth,  the  business  operates  like  a  hybrid  business.  In  addition 
to  regular  business  goals,  there  are  social  justice  and  economic  jus- 
tice goals.  The  social  justice  goals  are:  Everyone  is  treated  as 
equals,  and  they  also  have  equal  rights  within  the  company.  The 
empowerment  issues  are  very  important,  and  self-development  of 
the  individual  is  emphasized.  The  economic  justice  goals  are:  The 
co-op  onlv  takes  enough  money  to  cover  its  operating  expenses,  so 
the  memoers  make  far  more  from  their  work.  Co-op  minimum  wage 
is  $5.50  per  hour,  with  a  range  going  as  high  as  $20  per  hour.  This 
far  exceeds  the  local  wages. 

Sixth,  98  percent  of  the  co-op  members  are  women,  and  a  great 
number  are  minorities.  They  work  at  home  so  that  they  can  be 
with  their  children,  and  do  not  have  to  pay  for  child  care.  They  also 
do  not  have  to  buy  work  clothes,  and  do  not  have  to  have  daily 
transportation  costs. 

Watermark  has  never  received  any  money  from  the  State  of 
North  Carolina,  and  has  had  from  the  Federal  Government  a 
$100,000  loan,  and  one  small  grant  from  the  Community  Services 
offices,  with  both  of  these  moneys  being  used  to  build  our  building. 
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The  cooperative  always  has  supported  its  operations  by  making 
a  profit  through  controlled  growth  and  sound  business  practices.  As 
a  result  of  Watermark's  success  since  its  founding  in  1978,  over  65 
groups  from  across  the  United  States  have  come  to  the  co-op  seek- 
ing training  in  starting  a  similar  organization  for  their  areas.  Over- 
seas groups  have  come  for  training  after  having  read  articles  writ- 
ten about  Watermark.  Representatives  of  organizations  have  come 
from  Bulgaria,  Tanzania,  Mauritius,  Russia,  Ukraine,  Somalia,  the 
Philippines,  et  cetera.  The  Agency  for  International  Development, 
AID,  and  Partners  for  International  Educational  Training,  PIET, 
have  sent  representatives  from  their  organizations  in  foreign  coun- 
tries for  training  in  Watermark's  International  Internship  Pro- 
gram. 

Approximately  two-thirds  of  Watermark's  over  $1  million  yearly 
sales  still  are  to  stores  which  depend  primarily  on  tourists'  dollars. 
The  strategy  of  reaching  outside  of  the  rural  area  to  sell  products 
locally  made  is  a  valid  one,  as  Watermark's  example  proves.  The 
income  generated  is  paid  to  the  co-op  members,  who  pump  the 
money  back  into  the  local  economy  for  supplies,  equipment,  fuel, 
and  other  necessities.  Using  the  standard  multiplier  formula,  the 
impact  of  the  money  is  threefold:  For  every  $1  dollar  paid  to  the 
worker,  it  is  turned  into  $3  dollars  in  the  local  economy.  This  is 
a  great  bonus  to  weak,  rural  economies.  It  also  is  the  opposite  of 
what  occurs  with  chain  stores  or  businesses  which  are  owned  out- 
side the  locality  in  which  they  operate.  They  take  their  profits 
away  from  the  community  and  deposit  them  elsewhere. 

Using  nontraditional  strategies  to  capture  tourists'  dollars  which 
ordinarily  would  not  be  present  in  the  local  economy  can  be  bene- 
ficial to  isolated  rural  areas  by  creating  employment  opportunities 
for  workers  by  pumping  thousands  of  dollars  into  their  often  stag- 
nant local  economies. 

[Mr.  McKecuen's  statement  may  be  found  in  the  appendix,] 

Chairman  BiLBRAY.  Thank  you  very  much. 

I  have  a  couple  of  questions.  How  many  people  a  year  come 
through  Watermark,  did  you  say? 

Mr.  McKecuen.  There  are  776  members.  As  for  the  tourists — we 
are  located  in  Camden,  and  there  is  not  that  many  tourists  that 
come  through.  But  we  have  a  very  nice  building,  and  we  have  peo- 
ple who  do  stop  by.  But  our  sales  are  $70,000,  and  that  is  all. 

Chairman  BiLBRAY.  But  it  seems  like,  just  listening  from  an  out- 
sider point  of  view,  that  if  more  people  knew  about  your  product, 
that  people  would  come  through,  because  it  seems  like  something 
that  is  unique. 

Mr.  McKecuen.  That  is  true.  If  we  were  located  in  a  major  met- 
ropolitan area  we  would  probably  get  more  sales.  However,  we 
have  had  the  Statewide  Technical  Assistance  and  Marketing  Train- 
ing Program  here  in  North  Carolina.  Creative  Link,  located  in  Wil- 
mington, and  craft  places  in  Raleigh,  some  of  them  have  failed  be- 
cause they  did  not  have  the  marketing  expertise  or  the  local  vol- 
ume to  really  keep  very  many  people  working.  As  I  stated,  we  have 
about  400  people  who  depend  upon  us  for  steady  income;  therefore, 
we  have  to  reach  out  to  where  the  people  who  have  the  money  to 
spend  are  located,  in  New  York  and  so  forth,  and  pull  that  money 
back  into  the  county. 
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The  other  thing  that  is  important,  though,  is  that  we  are  not 
competing  with  the  few  local  businesses  that  are  getting  retail  dol- 
lars that  do  come  from  tourists.  By  wholesaling  we  are  pulling 
money  from  outside  the  State  into  the  local  area. 

Ms.  Clayton.  Why  do  you  not  share  with  the  Chairman  and  the 
rest  about  your  marketing  strategy  used  through  the  TV,  your 
sales. 

Mr.  McKecuen.  ok,  we  also  sell  to  bigger  companies  like  Esprit 
clothing.  All  the  hand  painted  little  buttons  on  Espre  clothing  is 
done  in  Camden,  North  Carolina.  There  are  Esprit  button  cards 
that  go  to  39  countries  overseas  which  describes  where  the  buttons 
are  painted  and  by  whom.  We  produce  products  for  Ralph  Lauren, 
who  obviously  does  not  want  you  know  they  come  from  people  in 
rural  North  Carolina.  He  would  like  you  to  think  they  come  from 
France  and  some  other  place  overseas. 

We  also  market  on  QVC,  the  Quality  Value  Channel.  We  just  at 
the  beginning  of  this  last  month  had  a  1  hour  program  where  we 
sold  $150,000  worth  of  products.  These  kinds  of  markets  are  ex- 
tremely important.  We  are  trying  to  pull  together  a  Statewide 
product  which  would  primarily  work  with  low  income  people  and 
women  who  do  not  have  jobs.  This  is  the  most  cost-effective  method 
we  could  devise  to  get  jobs  which  are  higher  wage  jobs. 

Chairman  Bilbray.  But  you  do  not  primarily — in  other  words, 
you  are  not  like  an  outlet  mall  where  people  want  to  come  to  you; 
you  actually  outreach? 

Mr.  McKecuen.  We  outreach. 

Chairman  BiLBRAY.  Because  to  me  it  seems  like  a  good  tourist 
feature  to  get  people  to  come  to  where  rural  handicrafts  are  avail- 
able. I  mean,  you  could — trouble  with  America  today,  used  to  be 
when  you  traveled  around  the  country  at  different  areas  of  the 
country  you  liked  to  get  different  types  of  products.  Now  every  mall 
in  every  city  you  get  the  same  products  in  every  mall,  whether  you 
were  just  up  here  in  Los  Angeles,  New  York,  or  Las  Vegas.  I  mean, 
the  malls  there  sell  the  same  products.  Something  unique,  like  you 
have  here.  So,  but  yours  is  really  pulling  it  together  and  sending 
it  out,  where, — I  can  just  envision,  some  sort  of 

Mr.  McKecuen.  Had  we  the  money  for  advertising,  for  putting 
in  a  village  of  crafts  people,  and  other  craft  related  shops,  yes,  I 
think  that  would  work.  But  people  have  traditionally  looked  upon 
the  crafts  business  as  something  women  did  sitting  around  in  their 
homes,  and  as  something  that  was  not  very  viable  as  a  marketing 
thrust.  We  have  shown  that  it  can  work.  Had  we  had  the  money, 
yes,  we  could  be  pulling  people  into  our  area. 

Chairman  Bilbray.  I  see. 

Mr.  Clifton,  you  mentioned  the  Federal  Government  could  get  in- 
volved in  renourishing  the  beaches.  With  what  is  going  on  in  Wash- 
ington right  now,  I  cannot  envision  a  new  Federal  Program  coming 
out  that  would  do  something  like  that.  I  recognize  our  beaches  cer- 
tainly are  a  natural  resource  of  the  entire  country,  but — I  wish  I 
could  give  you  some  encouragement,  saying  that  your  Congressman 
could  go  back  and  get  a  Federal  Program  to  start  renourishing  the 
beaches  of  our  country,  but  I  seriously  doubt  that  that  could  hap- 
pen. 
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In  Nevada,  we  also  have  a  room  tax,  a  very,  very  strong  room 
tax.  Of  course,  we  have  a  lot  of  rooms  in  our  urban  areas.  But  it 
is  designated  strictly  for  convention  and  development  and  advertis- 
ing for  the  area,  and  it  does  not  go  anywhere  else  but  that.  I  can 
understand  your  frustration  maybe  in  that.  But  that  is  something 
I  think  we  cannot  help  you  on  a  Federal  level  with;  you  are  going 
to  have  to  work  with  your  local  and  State  officials.  Mrs.  Clayton? 

Ms.  Clayton.  I  wanted  to  follow  up  again  with  the  Watermark, 
and  to  suggest  that — could  you  help  us — not  in  your  instance,  but 
what  would  you  consider  to  be  North  Carolina  crafts? 

Mr.  McKecuen.  The  North  Carolina  crafts  traditionally  have 
been  thought  of  as  being  produced  in  the  mountains,  because  when 
it  was— during  the  1940's  and  1950's,  that  great  emphasis  was 
placed  there  by  the  Federal  Government  on  making  quilts, 
basketmaking,  so  forth.  What  Watermark  and  other  groups,  are 
doing,  we  are  creating  crafts  which  could  be  a  major  thrust  for 
North  Carolina  products  on  a  national  level.  We  sell  at  the  whole- 
sale gift  marts  in  New  York  City,  Dallas,  and  L.A.,  so  forth.  An  in- 
tegrated thrust  of  that  tjqpe  of  marketing  could  be  undertaken.  Peo- 
ple could  be  trained  in  local  areas,  through  regional  organizations 
we  were  talking  about  and  could  pull  people  together  and  market 
their  products  outside  of  their  areas. 

North  Carolina  has  a  fantastic  reputation  for  crafts.  Unfortu- 
nately, Kentucky  is  beating  us  because  they  have  pulled  together 
a  program  for  developing  their  crafts  and  selling  them.  This  also 
promotes  tourism,  pulling  people  to  Berea,  Kentucky,  Sanra  Fe, 
and  places  like  that.  Were  North  Carolina  to  have  a  craft  center 
where  people  would  come  and  see  artisans  making  crafts,  and  if 
this  were  very  well  publicized,  then  obviously  North  Carolina  could 
gain  quite  a  few  more  tourists,  plus  people  could  gain  craft  income. 

Ms.  Clayton.  OK,  thank  you. 

Mr.  Daniels,  you  cited  some  needs  in  your  area.  Let  me  just 
briefly  ask  you,  in  terms  of— you  are  in  transportation? 

Mr.  Daniels.  Yes. 

Ms.  Clayton.  Yes.  I  believe  you  were  the  one  kind  enough  to  fur- 
nish us  with  a  bus  last  evening.  I  want  to  thank  you  publicly  for 
that. 

Are  you  having  difficulties  in  being  integrated  into  the  procure- 
ment process  of  tourism  or —  Help  me  understand. 

Mr.  Daniels.  I  am  not  really  having  any  difficulties,  but  there 
is  a  lot  of  things  about  the  tourism  that  we  do  not  quite  under- 
stand, we  do  not  know  about.  It  is  hard  to  get  into  the  inter- 
national. One,  most  minority  companies,  they  start  out  small. 

Ms.  Clayton.  Right. 

Mr.  Daniels.  Do  not  have  the  finances  to  buy  the  newer  bus, 
what  it  might  take  to  buy  a  newer  bus  and  stuff  like  that.  I  think 
that  is  the  biggest  problem  that  we  have. 

Ms.  Clayton.  The  SBA  person,  has  he  left?  He  is  around  here 
somewhere. 

Mr.  Daniels.  Well,  maybe  that  is  who  we  need  to  see. 

Chairman  Bilbray.  In  your  local  university  do  you  have  a  small 
business  office? 

Ms.  Clayton.  Technology  center,  right. 
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Chairman  BiLBRAY.  Yes.  Do  you  have  one  of  those?  I  do  not 
know.  Have  you  contacted  them  for  any  assistance? 

Mr.  Daniels.  Yes. 

Chairman  BiLBRAY.  Have  they  not  been  very  successful? 

Mr.  Daniels.  Somewhat. 

Ms.  Clayton.  Do  you  have  contracts  now  where  you  are  involved 
with 

Mr.  Daniels.  Government? 

Ms.  Clayton.  Government? 

Mr.  Daniels.  Yes,  I  have  a  contract  with  the  military.  I  move 
troops  practically  daily,  every  day,  for  Camp  LeJeune,  various 
points.  Only  problem  I  have  with  the  military,  the  Government,  is 
that  it  takes  about  60  to  90  days  to  get  paid. 

Ms.  Clayton.  That  is  correct. 

Mr.  Daniels.  Unless  you  have  got  deep  pockets,  a  small  business 
just  cannot  survive  like  that.  I  think  that  is  the  biggest  problem 
that  we  have  with  the 

Ms.  Clayton.  You  had  some  hearings  on  that  not  too  long  ago. 

Chairman  BiLBRAY.  We  are  trying  to  expedite  that.  In  addition 
to  being  Chairman  of  the  subcommittee,  our  subcommittee  also  has 
procurement  as  part  of  that  in  it.  You  are — and  not  only  are  the 
small  businesses  complaining,  the  large  businesses  are  complain- 
ing, too.  I  think  the  Government  has  found  that  if  we  can  work 
with  your  money  for  a  couple  more  months,  we  can  make  a  lot  of 
money  on  it.  But  we  are  trying  to  expedite  that  for  you. 

Ms.  Clayton.  Thank  you,  Mr.  Chairman. 

Chairman  Bilbray.  We  would  like  to — before  we  conclude  the 
hearing,  I  have  kind  of  a  tradition  that  I  alwavs  try  to  follow,  and 
it  is,  since  Congressman  Clayton  has  had  this  hearing  here,  I 
would  like  to  give  her  a  little  souvenir  from  the  hearing  from  me, 
and  that  is  the  gavel  that  was  used  to  keep  as  a  souvenir  and  hope- 
fully remember  that  we  were  here  in  Wilmington.  Because  we  do 
not  do — just  budgetary-wise  and  other  words,  we  do  not  do  a  lot  of 
these  hearings  across  the  country.  We  will  do  about  four  every  2 
years.  It  was  certainly  enlightening  to  be  here. 

Some  of  the  places  I  go  to,  to  be  honest  with  you,  I  am  not  that 
happy  about  coming  back.  But  Wilmington  is  one  place  I  would  like 
to  come  back  to,  and  I  will  this  year  sometime  come  down  here  and 
take  a  few  days  off  and  just  go  down  to  see  the  beaches  and  so 
forth.  We  do  appreciate  the  feeling  of  the  community,  and  the  fact 
that  you  are  an  example  for  this  area  of  the  south,  and  hopefully 
other  areas  of  the  south  will  pick  up  for  it. 

Mr.  McKecuen,  I  hope  that  somewhere  down  the  line  you  will 
have  that  craft  center,  because  I  think  it  would  be  something  that 
people  would  come  to  and  would  bring  tourism  in.  Maybe  some  of 
the  people  from  the  State  that  have  heard  the  testimony  here  today 
will  be  coming  to  you  and  saying,  "How  do  we  get  this  thing  on, 
and  how  do  we  develop  it?"  Because  I  guarantee  that  people  would 
come  to  Camden  and — to  see  this  center  and  to  buy  unique  North 
Carolina  goods  and  crafts  that  you  cannot  get  in  the  Tyson's  Cor- 
ner in  Washington  or  something  like  that.  So,  again,  thank  you  all 
for  the  hearing.  The  hearing  is  now  concluded. 

Ms.  Clayton.  Mr.  Chairman,  before  we  conclude  let  me  just 
thank  you  publicly,  not  only  for  the  gavel — I  need  one  of  these,  I 
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do  not  have  one.  I  appreciate  this,  being  my  first  field  hearing  that 
I  have  had  opportunity  to  have.  You  have  honored  me  and  our  dis- 
trict by  allowing  us  to  have  this  hearing,  this  field  hearing  in  the 
First  Congressional  District. 

I  also  want  to  thank  the  people  who  have  come,  and  many  of 
them  have  come  a  great  distance,  and  we  thank  you  for  your  testi- 
mony. We  think,  as  you  indicated,  that  this  may  not  be  the  pana- 
cea for  rural  development,  but  we  think  there  is  an  opportunity; 
opportunity  because  rural  tourism,  itself,  has  been  successful  in 
particular  rural  areas  where  there  is  a  need;  that  we  can  begin  to 
work  together,  and  hopefully,  as  we  continue,  we  will  find  opportu- 
nities for  doing  it.  Thank  you  for  allowing  me  to  be  a  part  of  this. 

Chairman  Bilbray.  Thank  you.  Before  we  finish,  I  want  to  say 
one  thing,  though.  Back  in  the  1700's  and  the  early  1800's  my  fam- 
ily came  from  North  Carolina.  They  moved  out  in  1812  to  Alabama. 
So,  even  though  it  has  been  a  long  time  since  the  family  was  there, 
they  were — the  family  name  was  Jemigan  when  they  were  here. 
But  down  the  line — my  grandmother  was  a  Jemigan.  But — from 
Wayne  County,  North  Carolina.  So  I  am  glad  to  be  oack  to  the  na- 
tive roots.  Thank  you,  again. 

Ms.  Clayton.  Thank  you. 

[Whereupon,  at  12:25  p.m.  the  subcommittee  was  adjourned,  sub- 
ject to  the  call  of  the  Chair.] 
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Opening  Statement  of  the 

Honorable  James  H.  BUbray 

Chairman 

Subcommittee  on  Procurement,  Taxation  and  Tourism 
Committee  on  Small  Business 

October  4,  1993 

Wilmington,  North  Carolina 

Ladies  and  gentlemen, it  is  indeed  a  pleasure  for  me  to  convene  this  field  hearing  of  the 
Subcommittee  on  Procurement,  Taxation  and  Tourism  at  the  invitation  of  Congresswoman  Eva 
Clayton.  I  am  also  happy  to  see  that  our  good  friend  Earl  Billiard  has  joined  us  on  what  I  am 
sure  will  be  a  very  relevant  topic  to  his  district  in  Alabama. 

Today,  the  Subcommittee  continues  its  investigation  into  the  effect  that  Tourism,  and  particularly 
the  effect  that  federal  tourism  efforts  are  having  on  communities  throughout  our  country.  As 
in  our  previous  hearing  in  Alexandria,  Louisiana,  Wilmington  and  the  coastal  areas  of 
Northeastern  and  Southeastern  North  Carolina  are  also  seeing  the  direct  effects  of  tourism  on 
their  economic  development. 

The  numbers  clearly  show  the  tremendous  effect  that  tourism  is  having  on  this  state.  Recent 
data  shows  that  the  Wilmington,  Wrightsville  Beach,  Carolina  Beach  and  Kure  Beach  area  are 
currently  rank  9th  in  the  state  with  $171  million  dollars  in  travel  expenditures.  This  has 
accounted  for  $48  million  dollars  in  payroll  and  approximately  6,400  jobs,  with  thousands  more 
indirectly  created.  By  the  year  2000  it  is  anticipated  that  tourism  will  be  the  #1  industry  in  the 
state  of  North  Carolina.  The  economic  impact  of  domestic  tourism  on  North  Carolina  has  been 
reported  at  $7.02  billion  for  1991  and  expected  to  be  $7.3  billion  for  1993. 

Wilmington  is  not  only  a  beautiful  location  for  this  hearing,  but  a  prime  example  of  a  success 
story,  due  in  large  part  to  tourism  development.  From  what  I  have  seen  thus  far,  it  is  an 
example  that  I  hope  could  be  used  in  other  parts  of  the  state. 

The  example  of  Wilmington  could  be  of  particular  assistance  to  the  Northeastern  and  Central 
Coastal  areas  of  the  state.  I  am  aware  that  many  of  the  counties  in  the  Northeastern  part  of  the 
state  contains  many  of  the  most  distressed  counties  in  the  United  States.  The  clear  correlation 
between  lower  unemployment  rates  and  areas  with  a  high  tourism  workforce  should  lead  to  a 
greater  emphasis  towards  tourism  development  in  distressed  areas.  As  the  state  of  North 
Carolina  implements  a  regional  economic  strategy  which  is  water-based  and  tourism  driven, 
these  areas  should  see  a  marked  improvement  in  economic  conditions. 

This  development  will  certainly  require  a  much  greater  emphasis  in  infrastructure  and  highway 
development  along  with  the  commitment  of  local  and  federal  officials.  I  particularly  look 
forward  to  receiving  the  witnesses  views  on  these  specific  thoughts. 
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I  am  most  impressed  by  the  individuals  that  will  be  testifying  today  before  the  Subcommittee. 
Not  only  do  I  believe  we  have  a  first  rate  panel  of  representatives  from  the  local  economic 
development  and  small  business  community,  but  I  am  also  thankful  for  the  federal  government's 
interest  in  this  issue  in  the  form  of  Mr.  Keel  from  the  SBA  and  Dr.  Edgell,  representing  the 
U.S.  Travel  and  Tourism  Administration.  Dr.  Edgell's  presence  is  particularly  welcomed  as  he 
is  universally  acknowledged  to  be  one  of  the  leading,  if  not  the  leading  expert  in  rural  tourism 
development  in  the  country. 

Again,  I  thank  Congresswoman  Clayton  and  the  City  of  Wilmington  for  hosting  us  here  today 
and  I  look  forward  to  the  testimony  we  will  be  receiving. 
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OPENING  STATEMENT  OF  CONGRESSWOMAN  EVA  CLAYTON 

^    SMALL  BUSINESS  FIELD  HEARING  IN  WILMINGTON 

OCTOBER  4,  1993 

I  want  to  thank  Chairman  Bilbray  very  much  Cor  agreeing  to  hold 
one  of  the  two  field  hearings  on  tourism  development  in  North 
Carolina,  especially  in  Wilmington,  part  of  the  First 
congressional  District.   I  am  sure  that  he  has  found  not  only  the 
City  of  Wilmington  to  be  very  beautiful  and  welcoming  but  the 
citizens  as  well. 

1  also  want  to  extend  my  sincere  gratitude  to  the  Mayor  of  the 
City  of  Wilmington  and  the  Chairman  and  Members  of  the  New 
Btmover  County  Board  of  commissioners  for  their  wonderful 
hospitality.   They  and  their  staffs  have  worked  diligently  in 
helping  us  put  this  hearing  together  and  provided  us  with  a 
wonderful  and  enlightening  tour  of  the  County.   I  truly 
appreciate  all  of  their  efforts  on  our  behalf. 

And  to  the  panels  of  witnesses  who  have  agreed  to  testify  before 
the  Stibcommittee  today,  many  of  whom  travelled  great  distances  to 
be  here,  I  thank  you  for  your  thoughtful  testimony.   I  can  tell 
that  you  all  are  determined  to  build  upon  our  many  one-of-a-kind 
attractions  in  eastern  North  Carolina  —  the  land,  the  water,  the 
people,  and  the  culture. 

Eastern  North  Carolina  has  some  of  the  most  distressed  counties 
in  the  United  States.   There  is  a  shortage  of  employment 
opportunities  and  inadequate  infrastructure  -  including 
transportation,  natural  gas,  and  water  treatment  systems.   Yet 
eastern  North  Carolina  is  home  to  the  largest  Sound  System  and 
inland  waterways  in  the  country.   This  region  possesses 
tremendous  eco-system  diversity,  from  the  beautiful  Outer  Banks, 
to  the  wetlands  in  Tyrrel  county,  and  the  forests  of  Carteret  and 
Jones  county.   We  have  10  National  Wildlife  Refuges  (none  of  them 
have  a  visitor  center)  2  National  Parks,  and  2  National  Historic 
Sites.   If  ever  there  was  a  region  prime  for  tourism  development, 
eastern  North  Carolina  is  it. 

I  am  aware  of  the  tremendous  benefits  that  an  enhanced  tourism 
industry  brings  to  communities.   In  regions  where  there  is  a  high 
percentage  of  the  workforce  involved  in  tourism  there  is 
generally  a  low  poverty  rate.   And  many  studies  have  shown  a 
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correlation  between  high  travel  and  tourism  expenditures  and 
better  quality  of  life  Indicators. 

As  I  have  learned  from  Mr.  Trammel's  written  testimony,  tourism 
brings  fantastic  financial  benefits  to  North  Carolina.   In  1992, 
tourism  brought  in  over  $7.3  billion  into  our  state  -  over  $2 
billion  for  payroll  for  over  255,000  jobs.   This  meant  over  $450 
million  in  state  and  local  revenues.   By  the  year  2000,  tourism 
is  expected  to  be  the  states  largest  Industry! 

The  City  of  Wilmington  and  New  Hanover  County  have  done  a 
exemplary  job  in  developing  and  maintaining  a  thriving  tourism 
Industry.   With  over  6,400  jobs  directly  related  to  tourism,  and 
even  thousands  more  Indirectly,  it  is  no  wonder  that,  as  Mayor 
Betz  has  written  in  his  testimony,  tourism  has  helped  the 
Wilmington  area  stay  somewhat  out  of  the  shadow  of  the  recession 
the  rest  of  the  state  and  nation  have  experienced.   I  commend  the 
City  and  County's  efforts  which  taXe  advantage  of  the  tourism 
opportunities  in  this  area.   They  certainly  have  created  a 
development  strategy  the  rest  of  eastern  North  Carolina  can  learn 
from. 

I  am  very  pleased  to  have  all  these  great  minds  assembled  today 
to  discuss  how  we  can  improve  our  rural  tourism  development  - 
thus  Improve  our  rural  economies.   I  believe  we  have  great 
potential  here  in  eastern  North  Carolina.   We  certainly  have  some 
of  the  most  dedicated  and  qualified  individuals  working  on  this 
issue. 

Again,  I  thank  the  Chairman  for  agreeing  to  hold  this  hearing 
here  in  eastern  North  Carolina.   I  look  forward  to  working  with 
all  of  you  in  developing  a  strategy  and  an  atmosphere  where  our 
small  businesses  can  develop  to  their  potential. 
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ON  BEHATiF  OP  THE  CITY  OP  WILMINGTON,  I  WOULD  LIKE  TO 
EXPRESS  OUR  APPRECIATION  FOR  THE  SUBCOMMITTRB' S  PRESENCE 
HERE  TODAY.   THE  OPPORTUNITY  TO  TESTIFY  AT  THIS  HEARING  ON 
TOURISM  AND  ECONOMIC  DEVEIOPMENT  IS  CERTAINLY  WELCOMED  BY 
ALL  OF  US  IN  SOUTHEASTERN  NORTH  CAROLINA. 

AS  YOU  MAY  KNOW  OR  HAVE  LEARNED  FROM  YOUR  TOUR 
YESTERDAY,  TOURISM  IS  IMPORTANT  TO  OUR  COMMUNITY.   THE 
TOURISM  INDUSTRY  IS  A  MAJOR  COMPONENT  OF  THE  LOCAL  ECONOMY. 
IN  THIS  MORE  RURAL  PART  OF  THE  STATE,  WE  DO  NOT  ENJOY  THE 
BENEFITS  RECEIVED  FROM  A  LARGE  NUMBER  OF  MANUFACTURERS  AND 
OTHER  INDUSTRIAL  AND  CORPORATE  FACILITIES.   TOURISM  HAS 
BECOME  INCREASINGLY  IMPORTANT  AS  AN  ONGOING  SOURCE  OF 
INCOME  AND  EMPLOYMENT.   TOURISM  HAS  BEEN  THE  STABILIZING 
FACTOR  FOR  THE  LOCAL  ECONOMY  DURING  THIS  PERIOD  OF  ECONOMIC 
DOWNTURN  EXPERIENCED  THROUGHOUT  THE  NATION  DURING  THE  PAST 
SEVERAL  YEARS. 

AS  A  MAJOR  ACTIVITY,  THE  TOURISM  INDUSTRY  WARRANTS  A 
COORDINATED  AND  CONCERTED  EFFORT  TO  ENABLE  IT  TO  GROW.   WE, 
IN  NEW  HANOVER  COUNTY,  HAVE  ENDEAVORED  TO  WORK  TOGETHER  AND 
CREATE  JUST  SUCH  A  COMPREHENSIVE,  COORDINATED  EFFORT. 

THE  MUNICIPALITIES  OF  WILMINGTON,  WRIGHTSVILLE  BEACH. 
CAROLINA  BEACH  AND  KURE  BEACH,  ALONG  WITH  NEW  HANOVER 
COUNTY,  APPROPRIATE  25V  OF  THE  LOCAL  ROOM  OCCUPANCY  TAX 
MONIES  (DESIGNATED  FOR  TOURISM  PROMOTION)  TO  THE  CAPE  FEAR 
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COAST  CONVENTION  AND  VISITORS  BUREAU,  OR  CVB,   THIS 
NON-PROFIT  ORGANIZATION  IS  DEDICATED  TO  SOLICITING  AND 
SERVICING  ALL  TYPES  OF  TRAVELERS  TO  THE  AREA. 

IT  HAS  BEEN  THE  CONSENSUS  OF  ALL  LOCAL  GOVERNMENTS  THAT 
A  COOPERATIVE  EFFORT  TO  BENEFIT  THE  COUNTY  AS  A  WHOLE  IS  OF 
HIGHEST  IMPORTANCE  AND  VAT^UE  TO  EACH  OF  US. 

AS  A  UNITED  EFFORT,  THE  CAPE  FEAR  COAST  WORKS  WITH  THE 
LOCAL  REGION,  THROUGH  THE  N.C.  COAST  HOST,  WITH  THE  STATE 
THROUGH  THE  N.C.  TRAVEL  AND  TOURISM  DIVISION  -  AND  WE  ARE 
CERTAINLY  PLEASED  MR.  TRAMMEL  IS  WITH  US  TODAY,  WITH  THIS 
REGION  OF  OUR  COUNTRY  THROUGH  THE  SOUTHEAST  TOURISM  SOCIETY, 
AND  ULTIMATELY  ON  A  NATIONAL  LEVEL  THROUGH  USTTA  -  AND  WE 
WELCOME  MR.  EDGELL  AS  ITS  REPRESENTATIVE  TO  OUR  COMMUNITY 
TODAY.   OUR  CVB  RECOGNIZES  THAT,  WITH  ITS  LIMITED  RESOURCES, 
WE  MUST  WORK  IN  CONCERT  WITH  OTHER  REGIONAL  OR  STATE  EFFORTS 
TO  SUPPORT  AND  ENHANCE  TOURISM. 

DURING  THE  PAST  FIVE  YEARS,  THE  REVENUE  GENERATED  BY 
THE  3%  ROOM  OCCUPANCY  TAX  FUNDS  EARMARKED  FOR  TOURISM 
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PROMOTION  HAS  SHOWN  A  61.25%  INCREASE,  OR  AN  AVERAGE  ANNUAL 
INCREASE  OF  10.1%.   THE  LATEST  FISCAL  YEAR  RRPORT  SHOWS  A 
TOTAL  AMOUNT  OF  $1,505,619  GENERATED  BY  THE  ROOM  OCCUPANCY 
TAX,  OF  WHICH  75%  MUST  -AS  ENACTED  BY  THE  STATE  LEGISLATURE- 
GO  TO  BEACH  RENOURTSHMENT. 

OUR  AVAILABLE  FUNDS  ENABLE  THE  CVB  TO  ONLY  COMPETE  TO 
THE  EXTENT  THAT  THIS  AREA  HOLDS  ITS  PLACE  IN  THE  INDUSTRY. 
WITHOUT  INCREASED  FUNDING,  WR  CANNOT  ATTEMPT  TO  MOVE  AHEAD 
AND  COMPETE  EQUALLY  WITH  OTHER  TOURIST  DESTINATIONS. 

YET,  AS  LOCAL  GOVERNMENT  OFFICIALS,  WE  ARE  RELUCTANT  TO 
INCREASE  LOCAL  TAXING  MECHANISMS  BECAUSE  OF  THE  GROWING 
FEDERAL  TAXATION  EFFORTS  WHICH  AFFECT  OUR  CITIZENS. 
INCREASED  FUEL  TAXES  AND  DOMESTIC  AIR  TICKET  TAXES  ARE  JUST 
AN  EXAMPLE  OF  RECENT  FEDERAL  TAX  INCREASES  WHICH  HIT  THE 
TRAVEL  AND  TOURISM  QUITE  HARD. 
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THE  fiUDGET  RECONCILIATION  ACT  OF  1993  HAD  A  NUMDER  OF 
PROVISIONS  LIKELY  TO  HAVE  A  SERIOUS  IMPACT  ON  THE  TRAVEL  AND 
TOURISM  INDUSTRY,  INCLUDING: 

1)  REDUCTION  IN  THE  DEDUCTIBLE 
PORTION  OF  MEAL  AND 
ENTERTAINMENT  EXPENSES; 

2)  A  PERMANENT  EXCISE  TAX  OF 
$.04 3 /GALLON  ON  ALL 
TRANSPORTATION  FUELS; 

3)  THE  EXTENSION  OF  THE  MOTOR  FUELS 
EXCISE,  AMONG  NUMEROUS  OTHERS. 

IT  IS  IMPORTANT  THAT  WE  ENCOURAGE  TRAVEL  AND  LEARNING 
AMONG  THE  MANY  PEOPLE  NOT  ONLY  IN  OUR  NATION  BUT  OTHER 
COUNTRIES  AS  WELL.   THE  INTERNATIONAL  MARKET,  WHILE  QUITE 
POSITIVE  IN  RECENT  YEARS,  IS  MORE  PRONE  TO  SUDDEN  ECONOMIC 
AND  NATURAL  CHANGES  -  SUCH  AS  HURRICANES  AND  CRIME 
ACTIVITIES,  WHICH  CAN  BE  QUITE  DETRIMENTAL  TO  OUR  EFFORTS  TO 
SUPPORT  AND  ENHANCE  INTERNATIONAL  TRAVEL. 

OUR  LOCAL  TOURISM  EFFORT  IS  SPECIFICALLY  AIMED  AT 
SEVERAL  MARKETS:   INDIVIDUALS,  GROUPS /MOTORCOACHES, 
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CONVENTIONS  AND  MEETINGS  AND  INTERNATIONAL.   LOCAL 
COMMUNITIES  DON'T  EXPECT  THE  FEDERAL  GOVERNMENT  TO  DO  THEIR 
WORK,  BUT  WE  DO  HOPE  THAT  ACTIONS  UNDERTAKEN  BY  CONGRESS 
WILL  ENHANCE  OUR  TOURISM  EFFORTS  -  RATHER  THAN  IMPEDE  THESE 
PROGRAMS . 

IN  CLOSING,  I  CAN  ONLY  EMPHASIZE  THE  EXTREME  IMPORTANCE 
OF  TOURISM  TO  OUR  LOCAL  ECONOMY.   WE  APPLAUD  YOUR  EFFORTS  TO 
nP.COME  FAMILIAR  WITH  THE  SMALLER  COMMUNITIES  OP  THIS  COUNTRY 
AND  THEIR  ACTIVITIES  AIMED  AT  DIVERSIFYING  THE  ECONOMY.   WE 
URGE  YOUR  SUPPORT,  ON  A  FEDERAL  LEVEL,  FOR  THE  ENHANCEMENT 
OF  TOURISM  IN  THESE  COMMUNITIES.   THE  ECONOMIC  BENEFITS  OP 
THIS  INDUSTRY  SPREAD  THROUGHOUT  A  COMMUNITY,  AND  CERTAINLY, 
IF  VISITORS  BELIEVE  AN  AREA  TO  BR  ATTRACTIVE,  THE  LOCAL 
RESIDENTS  ARE  THEREBY  ENCOURAGED  TO  MAINTAIN  A  SENSE  OF 
PRIDE  IN  THEIR  COMMUNITY  -  WHICH  CAN  ONLY  ENHANCE  THE 
QUALITY  OF  LIFE  FOR  ALL. 

AGAIN,  THANK  YOU  CHAIRMAN  BILBRAY,  AND  MEMBERS  OP  THE 
SUBCOMMITTEE  -  ESPECIALLY  OUR  OWN  CONGRESSWOMAN  CLAYTON  - 
FOR  CONDUCTING  THIS  PUBLIC  HEARING.   WE  HOPE  YOU  HAVE 
ENJOYED  YOUR  VISIT  HERE  AND  BECOME  EVEN  MORE  FAMILIAR  WITH 
THE  ROLE  OP  TOURISM  IN  THE  DEVELOPMENT  OP  OUR  LOCAL  ECONOMY. 

THANK  YOU. 

DON  BETZ,  MAYOR 
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GREATER  WILMINGTON  CHAMBER.OF  CPMMERCE 
"We  Mean  Business" 


Testimony  before  the  House  Subcommittee 

on  Procurement,  Taxation,  and  Tourism 
Wilmington,  N.C. 
October  4,  1993 


STATEMENT  BY  ELIZABETH  WILLIAMS  BLAND 
PRESIDENT 
GREATER  WILMINGTON  CHAMBER  OF  COMMERCE 

Good  morning.   I  appreciate  the  opportunity  to  testify  before 
the  committee  on  tourism  development  —  an  issue  of  vital 
importance  to  the  wellbeing  of  our  area. 

The  Wilmington  area  is  fortunate  to  have  many  resources  that 
make  it  a  natural  for  tourism  development.   The  Greater 
Wilmington  Chamber  of  Commerce  has  worked  toward  first 
identifying  these  resources,  then  acting  in  concert  with  other 
entities  in  our  area  to  enhance  and  develop  them.   Our  role  is  to 
be  the  catalyst  for  new  programs  that  then  can  be  taken  over  by 
private  groups  working  in  a  volunteer  capacity. 

How  did  we  develop  our  tourist  industry? 

We  started  out  with  our  beautiful  river,  our  clean  beaches, 
our  moderate  climate,  and  our  rich  historical  heritage.  Then,  we  ' 
worked  to  make  the  most  of  our  existing  benefits,  including  our 
valuable  human  resources.   As  do  many  other  organizations,  we 
relied  on  volunteers,  people  with  professional  skills  who  were 
willing  to  give  of  their  time  and  expertise  to  make  our  area  a 
better  place  to  work  and  play. 

The  Greater  Wilmington  Chamber  of  Commerce  also  maintains  an 
open  dialogue  with  all  our  elected  representatives  to  ensure  that 
they  are  aware  of  our  area's  needs.   We  have  worked  in  concert 
with  those  officials  to  assure  that  we  not  lose  one  of  our  most 
valuable  historic  resources,  the  Civil  War  site  at  Fort  Fisher. 
In  July  of  1993  there  were  nearly  half  a  million  visitors  to  this 
location,  bringing  the  total  number  of  visitors  for  the  year  to 
more  than  980,000.   We  recognize  the  need  to  protect  this  type  of 
site  for  our  tourist  visitors,  as  well  as  for  future  generations. 
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Renourishment  of  our  beaches,  which  is  funded  through  a  room 
tax,  is  a  vital  part  of  keeping  our  oceanfront  amenities 
protected  so  that  everyone  can  enjoy  our  public  beaches.  The 
success  of  this  valuable  program  is  demonstrated  by  the  fact  that 
over  the  past  six  years,  we've  seen  revenues  increase  10%  each 
year.   The  revenues,  a  portion  of  which  go  to  tourist  promotion, 
have  increased  by  65%  since  inception. 

I  would  be  remiss  if  I  did  not  mention  the  economic  impact 
the  film  industry  has  had  on  our  area.  While  this  is  not,  as 
such,  a  tourist-related  industry,  we  now  have  many  movie  people 
visiting  and  working  in  our  area.  This  is  an  attraction  to  many 
people  who  can  enhance  their  vacations  in  Wilmington  by  visiting 
the  film  studio.   It  was  Orton  Plantation,  a  popular  tourist 
destination,  which  originally  brought  the  film  industry  to 
Wilmington. 

The  Chamber  is  proud  of  its  ongoing  role  in  helping  make 
Wilmington  a  better  place  to  live,  as  well  as  a  popular 
destination  for  people  seeking  enjoyable  or  educational 
vacations.   In  addition  to  the  projects  undertaken  by  the 
Chamber,  itself,  we  have  an  active  Convention  and  Visitors  Bureau 
ably  headed  by  Ms.  Jane  Patterson.  Together,  the  Convention 
Bureau  and  the  Chamber  each  year  distribute  over  one  million 
items  of  information  on  Wilmington  and  our  area  beaches.   This 
generates  over  170  million  dollars  to  our  economy  annually. 

I  will  mention  briefly  several  tourism-related  projects  we 
supported.   For  example,  the  Chamber,  working  with  other 
organizations,  assisted  in  establishing  what  is  now  known  as  the 
North  Carolina  Azalea  Festival  at  Wilmington.   Every  year  in 
April,  Wilmington  is  the  destination  for  over  150,000  people  who 
stay  from  three  days  to  one  week,  enriching  our  local  economy  by 
2.5  to  3  million  dollars. 

The  successful  project  which  brought  the  Battleship  U.S.S. 
North  Carolina  to  Wilmington  testifies  to  the  persistence  and 
dedication  of  tliese  same  groups  in  working  together  toward  common 
goals.   The  sound-and-light  production  at  the  battleship,  as  well 
as  the  river  taxi,  are  the  products  of  such  cooperation. 
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Our  Downtown  Area  Revitalization  Effort  (D.A.R.E.)  has 
succeeded  in  turning  around  the  flight  of  businesses  from  the 
downtown  Wilmington  area.  The  Chamber  is  proud  to  have  played  a 
major  role  in  getting  this  organization  started.   Today,  our 
downtown  is  home  to  many  tourist-oriented  enterprises,  as  well  as 
our  more  traditional  businesses  and  our  government  offices.   The 
area  also  has  become  an  ongoing  center  of  recreational  activities 
for  residents  and  tourists. 

In  more  recent  years,  the  Chamber  assisted  in  the  start  of  a 
downtown  art  show  that  has  evolved  into  a  three-day  celebration 
now  knov;n  as  Riverfest.   This  is  another  example  of  ari  idea  which 
the  Chamber  promoted,  then  turned  over  to  private  groups. 
Working  with  volunteers,  those  groups  have  developed  Riverfest 
into  one  of  Wilmington's  most-enjoyed  weekends. 

Our  support  of  the  recent  restoration  of  132-year-old  Thalian 
Hall,  exemplifies  the  Chamber's  efforts  to  promote  and  preserve 
those  cultural  and  artistic  resources  that  make  our  city  so 
attractive. 

In  our  local  efforts  to  promote  tourism,  for  these  projects 
and  future  projects  to  be  successful,  we  must  have  adequate 
transportation  systems  to  access  our  area.   The  Chamber  has 
recognized  and  acted  on  the  need  for  open  lines  ofcommunication 
with  our  federal  representatives  regarding  highway  funding  and 
development.   Also,  our  involvement  in  the  completion  of  the  new 
terminal  at  New  Hanover  County  International  Airport  is  an 
example  of  our  determination  to  have  the  needed  infrastructure  to 
safely  move  people  into  and  out  of  our  community. 

What  I  have  described  is  a  process  that  involves  all 
segments  of  the  community  working  together.   We  have  learned  that 
such  cooperation  is  vital  to  the  success  of  any  effort. 

I  hope  that  our  testimony  here  today  will  be  beneficial  to 
the  subcommittee.   My  remarks  to  you  this  morning  will  be 
supplemented  by  written  comments  outlining  specific 
recommendations  for  enhancement  of  tourism  development. 
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ELIZABETH  WILLIAMS  BLAND 

PRESIDENT 

GREATER  WILMINGTON  CHAMBER  OF  COMMERCE 

Heritage  tourism  is  a  frequently  successful  means  of  preserving 
important  parts  of  our  nation's  historic  heritage  which  brings 
not  only  tourists,  but  jobs  and  revenue  to  a  community. 
Currently  states  and  communities  have  various  tools  to  help 
private  and  non  profit  owners  maintain  historic  and  cultural 
environments  and  resources:   property  tax  abatement,  revolving 
funds,  guaranteed  loans,  conservation  easements,  etc. 
At  the  Federal  level  several  direct  and  indirect  benefits  for 
tourism  development  could  be  embodied  in  revisions  to  the  U.  S. 
tax  code.   These,  of  course,  require  Congressional  action  and 
should  be  fully  investigated  by  this  House  of  Representatives 
subcommittee . 
A  few  possibilities  include: 

*  Converting  and  broadening  the  current  federal  income  tax 
deduction  for  charitable  donation  of  historic  land  into  an 
income  tax  credit. 

*  Allowing  the  full  deduction  for  donation  of  appreciated 
historic  property  including  land  and  conservation  easements 
for  individuals  paying  the  alternative  minimum  tax. 

*  Repeal  the  percentage  of  income  limitation  and  annual  carry- 
forward limitations  to  allow  full  deduction  of  charitable 
gifts  of  appreciated  property. 


NORTH  CAROLINA'S  FIRST  AND  ONLY  INTERNATIONAL  CITY 
Post  Cmice  Box  330    •    Wilmington,  North  Carolina  28402    •    Telephone  (61 9)  762-281 1 
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GREATER  WILMINGTON  CHAMBER,  OF  COMMERCE 

"We  Mean.  Business" 


Elizabeth  W.  Bland 

President 

Greater  Wilmington  COC 

*  Modify  Section  2032  (a)  of  the  Estate  Tax  Code  for  ovmers  of 
historic  property  (ies)  to  eliminate  the  dollar  limitation. 

*  Permit  an  executor  or  heirs  to  make  a  "post  mortem"  easement 
donation  up  to  2  years  following  a  decedents  death  to  avoid 
forced  sale  of  documented  historic  real  estate. 

Some  view  historic  preservation  as  an  unessential  frill,  but  this 
perception  overlooks  its  economic  impact.   Tourists  today  choose 
vacations  with  an  eye  to  getting  the  most  for  their  dollar.   When 
children  are  along  there  is  a  strong  tendency  to  ensure  that 
travel  is  educational  and  culturally  beneficial.   Given  effective 
advertising  and  well-developed  interpretive  programs,  visitors 
are  willing  to  travel  many  miles  out  of  their  way.   Networking 
sites  into  a  thematic  heritage  trail,  itinerary  or  corridor 
further  maximizes  dollars  spent  on  site  preparation.   It  also 
encourages  the  visitor  to  increase  their  length  of  stay  in  an 
area  because  concentrations  of  attractions  are  economically 
efficient  from  the  tourist's  perspective. 

Tourism  brings  jobs  to  communities;  not  only  service  sector  jobs, 
but  jobs  for  skilled  professionals  and  craftsmen  such  as 
carpenters,  masons,  painters,  artists,  historians,  parks 
recreation  specialists,  architects,  and  more.   Legislative  action 
that  encourages  these  job  opportunities  would  be  most  welcome  by 
the  small  business  and  tourism  communities. 
Thank  you. . . 

NORTH  CAHOLINAS  FIRST  AND  ONLY  INTERNATIONAL  CITY 
Post  Olttce  Box  330    •    Wilmlnglon.  North  Carallna  28402    •    Telephone  (919)  762-2611 


54 


THE  NORTH  CAROLIKA  RESTAURANT  ASSOC. 
Cape  Fear  Chapter 

October  3,  1992 


House  -  Small  Business 

Subcommittee  on  Procurement,  Taxation  &  Tourism 

Congressman  Jcunes  Bilbray,  Chairperson 


Members  of  the  Subcommittee: 

The  Cape  Fear  Chapter  of  The  North  Carolina  Restaurant  Assoc, 
salutes  your  interest  and  requests  for  a  dialogue  with  the  Hospitality 
Industry  within  our  Region. 

The  Hospitality  Industry,  of  which  Tourism  is  a  part,  is  the  3rd 
largest  Industry  in  the  region  and  is  the  largest  en^loyer  of  the 
unskilled  leUsor  force  within  the  area.  Our  Industry  is  largely  made  up 
of  small  Independent  businesses.  Individual  restaurants,  nationally, 
ONLY  average  a  gross  income  of  $432,000  yet  eit^sloy  an  average  of  7.5 
persons.  The  national  average  for  net  profit  within  our  Industry  is  8*. 
The  average  restaurant  owner,  therefore,  operates  their  business  for  an 
average  income  of  $34,560.00.  We  are  the  average  working  middle  class  - 
small  business  owners  yet  added  together,  we  do  over  7.5  Billion  Dollars 
of  business  a  year  in  North  Carolina  alone.  It  is  reported  that  by  the 
year  2010,  The  Hospitality  Industry  will  be  one  of  the  largest 
Industries  within  the  United  States.  Tourism  COULD  HELP  balance  the 
Trade  Deficit  and  play  a  critical  part  in  a  Society  who's  citizens  are 
living  longer  and  therefore  have  more  leasure  time  to  spent  traveling 
independently  or  as  a  part  of  an  organized  tour.  The  Hospitality 
Industry  within  the  Cape  Fear  Region  is  ready  to  meet  the  challange  and 
has  invested  Billions  of  Dollars  of  combined  PRIVATE  &  PUBLIC  funds  in 
order  to  bring  us  to  this  point.  The  greatest  problem  our  Industry  is 
experiencing  at  this  point  is  the  LACK  OF  FUNDS  NECESSARY  TO  ADVERTISE 
OUR  READINESS  TO  THOSE  OUTSIDE  OUR  AREA  AND  STATE.  Another  MAJOR 
EXCEPTION  is  the  lack  of  an  adequite  Regional  Trade  Show  &  Convention 
Facility  in  the  Cape  Fear  Area  which  is  necessary  to  attract  the  major 
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state  and  smaller  National  Conventions  to  our  area.  Our  small  experiment 
with  the  Coastline  Convention  Center  has  shovm  us  that  the  DEMAND  is 
there,  but  our  ability  to  afford  a  proper  facility  is  questioned  by  the 
various  Commissions  that  are  Involved  with  our  Industry.  Special 
Interest  Taxes  and  self-help  programs  cannot  answer  all  these 
questions.  Restaurants  make  up  the  majority  of  the  Hospitality  &  Tourism 
Industry  -  yet  our  representation  on  these  Commissions  &  Councils  is 
almost  non-existant .  More  representation  will  allow  these  small 
restaurants  to  better  understand  Tourism  and  at  the  same  time  offer 
valuable  input  to  the  committees . 

The  North  Carolina  Restaurant  Assoc,  has  expressed  a  NEED  to  view 
Tourism  as  an  inportant  aspect  of  our  growth,  BUT  the  local  "breakfast 
house  or  business  lunch  cafe"  does  not  understand  or  appreciate  the 
additional  BURDENS  that  increased  taxes  would  place  upon  THEIR  PATRONS. 

Their  customer  base  is  TOO  FRAGILE  as  it  is This  problem  must  be 

addressed  if  our  growth  in  Tourism  is  to  be  successful . 

It  is  inportant  to  mention  at  this  point  that  the  majority  of  the 
RESTAURANT  INDUSTRY  is  NOT  made  of  the  MCDONALDS,  PEPSICO, ARA  ASERVICES, 
GENERAL  FOODS  &  THE  LIKES,  it  made  up  of  the  small  MOM  &  POP  CAFE'S 
spread  all  around  this  country.  These  MOM  &  POPS  are  the  SILENT  MAJORITY 
of  FREE  ENTERPRISE.  WE  are  in  this  HOSPITALITY  INDUSTRY  the  BLUE  COLLAR 
WORKERS  -  FROM  OWNER  TO  EMPLOYEE.  Like  the  HOME  FARM  INDUSTRY,  we  plod 
along   FEELING  HELPLESS  IN  OUR  STRUGGLE  TO  HAKE  A  LIVING  FOR  OUR 
CHILDREN  &  THOSE  OF  OUR  EMPLOYEES.  Our  employees,  by  enlarge,   are  the 
so-called  MINIMUM  WAGE  PEOPLE  -  high  school  &  college  students,  minority 
laborers,  senior  citizens,  high  school  drop-outs  &  YES  -  those  ILLEGAL 
ALIENS.  WE  ARE  SILENT  to  the  politics  that  plaques  us.  We  are  one  of 
the  most  regulated  industries  due  to  our  silence.  OSHA,  HEALTH- SAFETY  & 
WELFARE,  PUBLIC  HEALTH,  FIRE  SAFETY,  ATF,  ABC,  IRS,  SOCIAL  SECURITY 
PAYMENTS  ON  THIRD  PARTY  TIPS,  ENVIORNMENTAL  HAZARDS,  HANDICAP  ACCESS  & 

THRIE  RIGHTS  TO  EMPLOYMENT,  SMOKING  IN  PUBLIC  PLACES THE  LIST  GOBS 

ON  &  ON  &  ON.  MANY  OF  THESE  EMPLOYEES  WILL   NOT  WORK  FULL  TIME  FOR  US 
SINCE  IT  INTERFERS  with  their  ability  to  maintain  their  MEDICARE 
BENEFITS  or  THEIR  PUBLIC  HOUSING  MAXIMUMS  or  for  some,  TOO  MANY  HOURS 
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interfers  with  WORK- STUDY  programs  and  their  ability  to  maintain  or 
OBTAIN  their  STUDENT  LOANS.  WHY  IS  THE  FEDERAL  GOVERNMENT  CHASTISING  THE 
BLUE  COLLAR  WORKER,  THE  INDUSTRIOUS  STUDENT  &  HUMILIATING  THOSE  POOR 
PERSONS  TRYING  TO  SUPPORT  THEIR  FAMILIES  THE  BEST  WAY  THEY  KNOW  HOW?  The 
Community  College  System  &  The  Major  Universities  have  added  programs  in 
order  to  help  elevate  our  enqjloyees  for  management  in  the  Hospitality 
Industry.  The  employee,  however,  can  not  leave  their  family  in  order  to 
attend  because  of  the  lack  of  child  care  services  or  the  cost  of  it  is 
TOO  PROHIBITIVE. 

The  technical  aspects  of  Tourism  Development  along  with  the  other 
ways  that  Tourism  can  be  developed  are  well  in  hand.  Private  Business 
Investment  and  the  Role  it  plays  has  been  demonstrated.  Investment  NOW 
by  ALL  LEVELS  OF  GOVERNMENT  will  reap  rewards  in  increased  taxes  and 
increased  employment.  The  following  are  offered  for  your  consideration: 

1  -  THE  NEED  FOR  ADVERTISING  IN  THE  FOREIGN  MARKETS 

It  is  not  possible  to  either  advertise  or  travel  to 
the  various  Trade  Shows  around  the  World,  in  order  to  attract  the 
present  TOURIST,  namely  the,  Japanese,  Germans,  Scandanavians ,  English, 
French  &  Canadians.  WHERE  ARE  THE  FEDERAL  WORLD  TRADE  FUNDS  IN  OUR 
BUDGET  THAT  WOULD  ASSIST  US  IN  THIS  PRIME  AREA? 

2  -  THE  NEED  FOR  ARTS  ENDOWMENTS  TO  PERFORMING  ARTISTS 

The  cost  of  entertainment  which  is  a  necessary  part 
of  sponsoring  the  various  FESTIVALS  WITHIN  OUR  REGION,  curtails  us  in 
our  ability  to  attract  DISTANT  TRAVELERS  to  our  area  due  to  the  lack  of 
PROMOTIONAL  &  ADVERTISING  FUNDS  that  remain  after  the  entertainers  are 
paid.  THE  BIGGER  THE  NAME  -  THE  BIGGER  THE  CROWD!,  as  the  saying  goes. 
WHERE  ARE  THE  FEDERAL  ENDOWMENTS  TO  PERFORMING  ARTISTS  THAT  WOULD  ASSIST 
US  IN  MAXIMISING  OUR  PROGRAMS,  and  thus  aiding  us  to  attract  those 
TOURIST  DOLLARS? 

3  -  THE  NEED  FOR  A  TRADE  SHOW  &  CONVENTION  FACILITY 

Tourism  is  SEASONAL  -  CONVENTIONS  ARE  NOT.  It  is  most 
upsetting  to  experience  the  loss  of  a  MAJOR  CONVENTION,  such  as  the 
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STATE  TEACHERS  CONVENTION,  to  another  STATE,  just  because  we  do  not  have 
a  CONVENTION  CENTER  to  house  the  delegates  in  OOR  OWN  AREA.  A  LOCAL 
BOND  ISSUE,  a  SPECIAL   INTEREST  TAX,  or  A  $5.00  ADDED  FEE  for  OUR 
VEHICULAR  LICENSE  PLATES  MIGHT  build  such  a  facility,  but  OPERATION 
COSTS  frighten  our  conmunity  tax-payers.  WHERE  IS  THE  FEDERAL  SMALL 
BUSINESS  ADMINISTRATION  FUNDING  &  OTHER  SOUCES  FOR  AN  INDEPENDENT 
OPERATOR  who  is  LOOKING  TO  OPERATE  SUCH  A  FACILITY?  We  are  PRIME  for 
Convention  business,  but  A  PROPER  FACILITY  IS  NEEDED.  This  is  a  MAJOR 
concern  &  NECESSITY  -  if  the  Hospitality  Industry  in  our  region  is  to 
reap  the  fruits  of  our  efforts. 

4  -  THE  NEED  FOR  MORE  ADVERTISING  DOLLARS 

A  PRESENT  HOTEL  TAX  IS  IN  PLACE  IN  ORDER  TO  ASSIST  US 
with  the  HIGH  COST  of  ADVERTISING.  WE  STAND  READY  to   SATISFY  THE  NEEDS 
OF  THE  TOURIST  OR  CONVENTIONEER.   YET,  75%  Of  the  funds  go  to  protect 
our  beach  communities  &  our  beaches  through  a  BEACH  RENURISHMENT 
PROGRAM.  WHERE  IS  A  FEDERAL  BEACH  RENURISHMENT  PROGRAM   so  that  we  could 
use  ALL  THE  FUNDS  for  TOURISM  GROWTH? 

5  -  THE  NEED  FOR  MORE  FEDERAL  HIGHWAY  FUNDS 

New  Interstate  Routes  will  access  more  tourists. 
Regional  development  has  been  sadly  delayed  because  of  a  lack  of  better 
and  safer  Interstate  Highways . Interstate  40  has  greatly  improved  our 
ability  to  serve  our  neighbors  to  the  WEST.  The  proposed  Interstate 
terminating  in  Charleston,  NEEDS  TO  BE  MOVED  FURTHER  EAST  smd  thus  into 
our  coastal  communities.  A  re-evaluation  &  iitprovement  to  a  LIMITED 
ACCESS  -  NORTH/SOUTH  ROUTE  NEEDS  to  be  addressed.  WHERE  ARE  THE  FEDERAL 
TRANSPORTATION  PLANS  &  DOLLARS  THAT  WOULD  OFFER  US  MORE  TRAFFIC  YET  LESS 
CONGESTION? 

TOURISM  &  THE  COASTAL  RURAL  COMMUNITY  ARE  MADE  FOR  EACHOTHER.  MOST 
OF  THE  AMENITIES  ARE  IN  PLACE  -  GOLF  COURSES,  BEACHES,  HOTEL  ROOMS, 
WATER  SPORTS,  PERFORMING  ARTS,  RESTAURANTS  &  ATTRACTIONS  -  both 
EDUCATIONAL  &  RECREATIONAL  as  well  as  a  number  of  SHOPPING  CENTERS  - 
both  HISTORIC  &  MODERN.  WE  NEED  YOUR  HELP  in  order  to  let  THE  WORLD  & 
OUR  NATION  know  WE  ARE  READY  TO  MEET  THEIR  NEEDS. 
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UNITED  NATIONAL  TOURS 


TO:   Honorable  James  H.  Bilbray,  Chairman,  Committee  on 
Small  Business  Subcommittee  on  Procurement, 
Taxation  and  Tourism 

Honorable  Eva  Clayton  and  her  Staff 

State  of  North  Carolina  and  City  of  Wilmington  Officials 

I  bring  you  greetings  from  United  National  Tours,  the  North 
Carolina  Bus  Association  and  the  National  Black  Meeting  Planners. 

MY  IDEAS  ON  IMPROVING  TOURISM  IN  OUR  LOCAL  AREA  ARE: 

1 )  More  involvment  with  our  Convention  Bureau 

2)  Marketing  Organizations,  Companies  and  Schools  by 
sending  flyers  or  brochures  and  one  on  one  contact. 

3)  Inviting  Meeting  Planners'  to  the  city  for  FAM  trips, 
to  see  what  Wilmington  has  to  offer  and  get  our  local 
community  involved  by  advertising  their  business 
during  the  FAM. 

4)  We  need  more  Federal,  State  and  Local  assistance  for 
the  Minority  Companies  to  enchance  Tourism,  e.g.  a 
Black  Museum  or  Black  History  Tour. 

5)  Any  increase  on  fuel  taxes,  we  as  Tour  Operators  have 
to  pass  this  on  to  our  customers,  that  means  less  tours 
and  travel;  what  can  be  done  to  assist  us. 


'Understanding  is  the  Key  to  Knowledge' 
Post  OHice  Box  372  •  Wilmington,  North  Carolina  28402  •  Phone  (919)  763-6070 
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AS  A  SMALL  BUSINESSMAN  AND  MINORITY  TOUR  OPERATOR, 
INFORMATION  FROM  THE  CITY,  FEDERAL  OR  STATE  THAT  I  WOULD 
UKE  TO  KNOW  FOR  SURVIVAL  ARE: 

1)  Availablity  of  funds  or  grants  for  expanding  or 
replacing  the  current  fleet. 

2)  Limited  bus  transportation  in  the  rural  areas  to 
accomodate  individuals  without  transportation  to  the 
inner  city  for  shopping,  working,  etc. 

3)  How  to  get  involved  in  International  tours. 

4)  More  about  Government  Contracts 

A.  Bidding  Process 

B.  Payment 


Respectfully  Submitted, 


Windell  Daniels 
President 
United  National  Tours 
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African-American  tra 


Nationwide, 

cities  woo 

minority 

business 


By  Suian  G.  Strother 


OF  THE  SENTINEL  S 


Cities  across  the  country  began  waiting 
up  to  black  tourism  in  the  1980s  when 
growth  in  traditional  segments  of  the  travel 
market  slowed. 
The  rewards  have  often  been  substantial: 
■  The  Greater  New  Orleans  Black  Tour- 
ism Network  has  booked  $16  million  worth 
of  black  conventions  since  forming  in  1990. 
The  network  plays  host  to  a  multicultural 
tourism  trade  show  each  July,  which  in  the 


Big  Easy  is  known  as 
Month." 

■  In  1987,  before  Ph 
tively  recruiting  black 
host  to  six  African-Ame 
year,  its  best  yet,  thert 
ventions  on  the  booli 
worth  $90  million  has 
the  past  four  years. 

■  In  Atlanta,  which ' 
by  Dollars  and  Sense  m 
city  for  black  convent 
Luther  King  Center  at 
tors  annually  —  four  t 


State  hopes  to  prove  that  black  tourists 


TOURISM  from  A-1 

ists.  There  is  also  Geraldine 
lliainpson,  a  local  public-relations 
consultant,  who  takes  visitors  on 
bus  touis  of  black  sites  in  Orlando. 

Yet  these  efforts  are  small  and 
under-promoted.  Increasingly,  Af- 
rican-Americans say,  they  want  to 
visit  cities  that  have  a  rich  black 
history  with  many  black-owned 
restaurants,  art  galleries  and 
clothing  stores.  Atlanta,  New  Or- 
leans and  Washington  are  more 
likely  to  meet  those  needs  than 
Orlando,  some  tourists  said. 

"If  I  can  go  somewhere  where  I 
can  see  black  businesses,  I'd  rath- 
er do  that,"  said  Ralph  Williams, 
an  Indianapolis  salesman  who  re- 
cently was  vacationing  in  New  Or- 
leans. "I've  been  to  Orlando  and  1 
didn't  care  for  it  that  much." 

Though  the  Florida  Division  of 
Tourism  does  not  track  black  tour- 
ism, it  estimates  that  2.3  million 
African-Americans  visited  the 
state  last  year.  They  accounted  for 
6  percent  of  40  million  total  visi- 
tors. The  number  is  too  low,  Ken- 
ney  said,  particularly  since  Orlan- 
do is  one  of  the  world's  leading 
destinations. 

"I  think  there  is  a  perception 
that  Florida  is  still  part  of  the 
deep  South"  and  blacks  are  not 
welcome,  Kenney  said. 

Recent  events  may  have  rein- 
forced that  perception.  Earlier  this 
year  in  Tampa,  several  white  men 
were  charged  with  setting  fire  to  a 
black  tourist  ttom  New  York.  Un- 
til recently,  Miami  was  boycotted 
by  blacks  who  were  angered  when 
Dade  County  ofTicials  ignored  a 
visit  by  AfHcan  National  Congress 
leader  Nelson  Mandela  in  1990. 

And,  some  AAican-Americans 
claim,  there  is  a  current  of  bigotry 
that  occasionally  washes  ashore  in 
Florida  tourism.  Blacks  say  they 
are  sometimes  overlooked  in  res- 
taurants or  ignored  in  hotels, 
while  white  customers  receive  bet- 
ter aeivice. 

Even  if  treated  well,  some 
Macks  feel  more  comfortable 
when  tbey  visit  areas  where  there 
are  other  black  tourists. 

"Whoi  you  go  somewhere  and 
you  dont  see  many  blacks,  you 


think  maybe  there  is  prejudice,'' 
said  Bobbie  Brown,  who  was  visit- 
ing Orlando  recently  from  Piano, 
Texas. 

Florida  needs  to  convey  to  Afri- 
can-Americans that  it  is  open  to  all 
people,  Kenney  said,  adding  that  it 
is  the  right  thing  to  do  from  both  a 
moral  and  financial  standpoint 

Sixty-one  percent  of  black 
adults  traveled  last  year,  a  figure 
that  compares  favorably  to  the  72 
percent  of  adult  travelers  in  the 


general  population,  according  to 
study  by  the  Travel  Indusliy  A 
sociation  of  Washington. 

In  Orlando  during  the  last  thp 
years,  black  conventions  ha< 
poured  millions  of  dollars  into  tl 
community.  Black  bankers,  nun 
and  religious  groups  brought  41,0 
people  and  $36  million  to  the  ai 
since  1989.  A  family  reunion  ala 
last  year  brought  3,000  people  a 
$2  n^on  to  town. 

"Some  hotels  still  don't  thii 


TOM  SPfTZ/SENTI 

Account  executives  Sharon  Allen  and  Brian  Parker  court  black  bi 
ness  for  the  Orlando/Orange  County  Convention  &  Visitors  Bureai 
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rel  means  big  business 


'Kinonty  Tourism  Mount  Rushmore.  Last  year,  the  city  had  29 
black  conventions  valued  at  more  than  $100 

tadelphia  began  ac-  million.  (In  the  same  DolUm  and  Sense  list, 

traveleni,  it  played  Orlando  ranked  as  an  "up  and  coming" 

lean  meetings.  Last  destination.) 

were  41  black  con-  Despite  the  benefits,  there  are  still  large 
I.  Black  business  segments  of  the  tourism  industry  that  be- 
ome  to  the  dty  in  lieve  blacks  are  not  traveling  because  they 
cannot  afford  to,  said  Oscar  J.  Coffey,  presi- 
as  ranked  Recently  dent  of  the  National  Black  Chamber  of 
gazine  as  the  No.  1  Commerce  in  Oakland,  Calif. 
meere,  the  Martin  Often,  even  cities  that  recognb.e  blacks 
acts  8  million  visi-  as  vacationers  may  spend  more  money  pro- 
ses the  visitors  to  moting  their  destinations  to  tourists  in  Eu- 


are  welcome 


the  dollars  are  there  in  the  black 
market,"  said  Daniels  of  the  Ma- 
sons. "But  if  a  business  person 
was  wise,  he'd  want  to  look  at 
blacks  to  fill  his  hotel." 

Although  moving  slowly,  Orlan- 
do officials  are  beginning  to  do 
more  to  attract  African-Americans. 
Efforts  include: 

■  Walt  Disney  World  has  re- 
cently begun  to  emphasize  what  it 
calls  "special  markets"  and  has  in- 
creased advertising  —  it  will  not 
say  by  how  much  —  timed  at 
blacks  in  magazines  such  as  Eb- 
ony  and  Jet.  In  the  past,  Disney 
was  criticized  by  black  publishers 
for  ignoring  minority  publications. 
Now  it  is  the  only  m^or  theme 
park  in  Florida  to  advertise  regu- 
larly in  black  media. 

■  The  Marriott  Orlando  World 
Center,  Radisson  Inn  on  Interna- 
tional Drive  and  the  Buena  Vista 
Palace  have  hired  African- Ameri- 
cans in  management,  and  are 
leading  the  charge  among  hotels 
for  black  travelers.  The  hotels  ad- 
vertise in  black  pubUcations,  and 
have  recently  begun  to  plug  in  to 
the  National  Coalition  of  Black 
Meeting  Plaiuiers,  a  professional 
group  that  schedules  meetings. 

■  The  Orlando/Orange  County 
Convention  St  Visitors  Bureau  em- 
ploys two  sales  people  —  Brian 
Parker  and  Sharon  Allen  —  to 
court  black  business.  It  also  re- 
cently published  a  new  tourist 
brochure  that  highlights  the  local 
African-American  community. 

Additionally,  Kenney  said,  the 
state  is  launching  its  second  ad- 
vertising campaign  to  woo  Afri- 
can-Americans. It  will  not  be 
spending  much  money,  perhaps 
only  $100,000,  or  about  2  percent 
of  its  anticipated  $5  million-plus 
ad  budget  this  year.  The  cam- 
paign is  still  in  development  and 
will  be  unveiled  in  July. 

Yet  advertising,  marketing  and 
promotions  alone  may  not  be 
enough  to  spur  black  travel,  or  at 
least  not  the  level  of  travel  some 
industry  ofTicials  want.  Develop- 
ing black-oriented  cultural  attrac- 
tions could  also  spur  more  interest 
In  Orlando. 

Betty  Lumley,  who  visited  At- 
lanta recently,  has  been  to  Orlan- 


rope  or  the  Far  East,  Coffey  said. 

"Destinations  may  think  they  don't  need 
to  spend  money  on  recruiting  blacks  be- 
cause blacks  are  loyal  and  they  are  going  to 
visit  anyway,"  Coffey  said.  "Some  destina- 
tions just  take  for  granted  that  they  are  g* 
ing  to  get  the  black  market." 

But  that  may  not  always  be  the  case,  Cof- 
fey warned.  Other  destinations  may  lure 
black  consumers,  including  island  resorts  in. 
the  Caribbean,  which  recently  have  been  pr»J 
moting  themselves  heavily  to  black  travelers,^ 

"It's  a  very,  very  lucrative  market,"  Cof-, 
fey  said.  "Some  people  are  missing  it"         i 
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do  and  might  return  one  day. 
She's  interested  in  black  historical 
sites,  attractions  that  Atlanta  has 
developed  far  more  than  Central 
Florida  has. 

"Every  city  needs  it,  not  just  as 
an  attraction  but  to  educate  every- 
body about  black  contributions," 
she  said. 

African-Americans,  particularly 
those  arranging  group  travel,  also 
are  increasingly  selecting  hotels 
where  other  African-Americans 
work  —  not  just  in  the  linens  and 
maintenance  departments,  but  in 
front  office  and  management  posi- 
tions. 

Yet  of  the  380  hotels  in  the  Or- 
lando metro  area,  only  three  have 
black  general  managers,  and  no 
more  than  150  blacks  work  in  up- 
per-level management,  supervi- 
sory or  sales  jobs. 

"We've  turned  down  hotels  be- 
fore that  didn't  have  blacks  in 
management  positions,"  said  Bob 
Countryman,  a  member  of  the  Na- 
tional Organization  of  Black 
Chemists  and  Chemical  Engi- 
neers. He  wants  to  hold  the 
group's  1994  meeting  in  Orlando, 
but  only  if  he  finds  a  hotel  with  an 
acceptable  level  of  black  employ- 
ment. 


Daniels,  of  the  Masons,  ex- 
pressed similar  concerns.  He 
chose  the  Marriott  for  his  meet- 
ing, in  part,  because  the  hotel 
sales  manager  is  a  black  woman.  ' 

"We  are  looking  not  just  for  the 
front  desk  to  be  African-American, 
and  not  just  the  bellman  to  be  Af- 
rican-American, but  for  the  man- 
agement or  the  sales  person  han- 
dling the  transaction  to  be,"  Dan- 
iels said. 

There  are  steps  under  way.  too, 
to  bring  more  African-Americans 
into  the  hospitality  industry.  The 
Orlando  convention  bureau  is  of- 
fering a  discounted  membership 
to  black-owned  businesses  to  en- 
courage involvement  in  the  hospi- 
tality industry. 

Bethune-Cookman  College,  » 
historically  black  school  in  Day- 
lona  Beach,  is  graduating  15  stu- 
dents a  year  from  its  hospitality 
management  program. 

"I'd  say  we  are  moving  for- 
ward." said  Ernest  Boger.  director 
of  the  Bethune-Cookman  pro- 
gram. ". . .  but  we  still  have  a  long 
way  to  go.  There  just  haven't  been 
that  many  people  in  the  pipeline.'' 

Jeff  Kunerth  of  the  Sentinel 
stt\^  contributed  to  this  report. 


73-254  -  94  -  3 
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Orlando 
pursues 
black 
tourism 

D  Central  Florida  and 
the  state  Division  of 
Tourism  begin  to  target 
the  lucrative  African- 
American  travel  market 

By  Susan  G.  Strother 


Of  T>«  SENTWCl  STAFF 


Windell  Daniels  remembers 
when  the  United  National  Masons 
held  their  conventions  in  no-bills 
hoteis.  where  they  were  lured  with 
nothing  more  than  a  color  TV  and 
swimming  pool. 

No  one  courted  them  with  spe- 
cial meals  or  rates:  A  decade  ago, 
the  black  fraternal  group  had  no 
clout.  They  took  what  they  were 
given,  dingy  rooms  and  all. 

"We  were  very  limited,"  said 
Daniels,  chief  executive  of  the  Wil- 
mington, N.C.  -based  organization. 
"But  it's  not  like  that  anymore." 

Orlando  tourism  ofTicials  have 
realized  that  black  is  beautiful  — 
and  prontable,  too.  Several  hotels 
husUed  to  play  host  to  the  300  Ma- 
sons, who  will  be  in  town  later  this 
month.  The  Marriott  Orlando 
World  Center,  which  promised 
good  food  and  competitive  rates, 
won. 

The  Masons  will  spend  $200,000 
during  their  four-day  stay,  provid- 
ing proof,  experts  said,  that  Afri- 
can-Americans spend  big  on  trav- 
el, whether  it  be  for  family  re- 
unions, professional  meetings  or 
beach  vacations. 

Nationally,  African-Americans 
will  take  78  million  trips  this  year, 
spending  about  $25  billion,  ac- 
cording to  recent  surveys. 
Throughout  Florida,  new  advertis- 
ing and  promotions  are  planned  to 
entice  black  travelers.  Industry  of- 
ficials hope  blacks  will  nil  hotels 
and  restaurants  left  empty  by  the 
economic  recession. 

"It's  just  good  business,"  said 
Bany  Kenney,  director  of  the  Di- 
vision of  Tourism  in  Tallahassee. 
"The  market  has  enormous  poten- 
tial." 

But  does  Orlando  have  what  it 
takes  to  MitkA  blacks?  Pointing 
to  the  dearth  of  black  executives 
in  the  hospitality  industry,  some 
African-Americans  question 
whether  the  city's  tourism  busi- 
nesses deserve  their  patronage.        •   ~ 

They  wonder,  too,  if  Orlando 
can  answer  their  demands  for 
black  culture.  Zora  Neale  Hur- 
ston's  hometown  of  EatonviUe  at- 
tracts black  visitors,  and  Pam- 
more  Avenue  vendors  in  OrlaiKlo 
recently  announced  plans  to  cre- 
ate an  "African  Quarter"  for  tour- 

Pfease  see  TOURISM,  A-18  __ 
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It  is  an  honor  and  privilege  for  me  to  have  this  opportunity 
to  be  in  Wilmington,  North  Carolina,  today.   I  would  like  to 
discuss  the  importance  of  tourism  to  the  world  and  to  the  United 
States,  to  bring  you  up  to  date  on  the  work  of  the  United  States 
Travel  and  Tourism  Administration  (USTTA) ,  to  discuss  USTTA's 
rural  tourism  initiative,  and  to  suggest  how  North  Carolina  and 
other  states  might  better  position  their  rural  tourism  products 
in  the  international  market. 

As  a  preface  to  my  remarks,  and  in  the  words  of  Secretary  of 
Commerce  Ronald  H.  Brown,  let  me  highlight  the  three  basic 
economic  changes  that  have  occurred  over  the  last  40  years,  and 
acutely  in  the  last  decade,  that  have  made  the  dialogue  and 
continued  partnership  among  U.S.  federal,  state,  and  local 
government  and  private  enterprise  an  economic  imperative: 

First,  markets  have  become  global  (e.g. .  U.S.  exports  in 
1993  will  be  40  times  the  1955  total)  .   Second,  the  value  we 
add  to  goods  and  services  increasingly  flows  from  their 
technology  and  information  content,  as  well  as  from  the 
labor  and  raw  materials  we  use  to  build  them.   And  third, 
the  marketplace  now  changes  in  response  to  new  products  and 
new  demands  with  incredible  speed. 

These  changes  have  fundamentally  altered  the  economic  landscape 
of  the  tourism  industry,  and  the  fluid  nature  of  these  changes 
continues  to  alter  it  at  a  rapid  pace.   If  we  are  to  remain 
internationally  competitive  in  all  elements  of  the  tourism 
industry,  we  must  cooperate  in  the  development  of  all  our  tourism 
resources.   Perhaps  the  area  for  the  biggest  growth  is  the 
development  of  our  resources  in  rural  and  culturally  diverse 
areas  of  the  United  States,  and  it  is  the  development  of  rural 
tourism  which  brings  us  together  today. 

INTERNATIONAL  TOURISM  IN  THE  WORLD  ECONOMY 

Tourism  is  of  great  economic  importance  throughout  the  entire 
world.   The  significance  of  tourism  as  a  source  of  income  and 
employment  continues  to  grow  and  is  a  major  factor  in  the  balance 
of  payments  for  many  countries. 

Recent  data  released  by  the  World  Travel  and  Tourism  Council 
(WTTC)  documents  tourism's  contribution  to  global  and  U.S. 
international  and  domestic  economic  growth  and  competitiveness: 

■  According  to  a  recent  WTTC  survey,  travel  and  tourism 
is  the  world's  largest  composite  industry  and  a  major 
contributor  to  global  economic  development. 

•     In  1993,  tourism  (that  is,  worldwide  domestic  and 
international  travel  expenditures)  is  expected  to 
generate  more  than  $3.5  trillion  or  6.1  percent  in 
gross  annual  output  revenues,  which  is  over  5.5  percent 
of  the  world's  Gross  National  Product.    In  1993,  the 
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industry  will  employ  127  million  workers,  representing 
1  in  every  15  jobs,  about  7  percent  of  the  world's 
labor  force.   Globally,  the  industry's  capital  base  is 
nearly  $4  trillion,  which  is  close  to  13  percent  of  all 
consumer  spending. 

■  Worldwide  tourism  generates  approximately  $300  billion 
in  direct,  indirect,  and  personal  taxes  each  year,  more 
than  6  percent  of  total  tax  payments. 

■  Tourism  is  growing  faster  than  the  world  economy  in 
terms  of  output,  value  added,  capital  investment,  and 
employment. 

U.S.  Domestic  and  International  Tourism 

Probably  no  country  in  the  world  has  a  greater  comparative 
advantage  in  tourism  than  the  United  States.   Tourism  --  both 
domestic  and  international  combined  --  is  an  important  source  of 
income,  foreign  exchange  receipts,  and  employment  for  the  United 
States. 

•  Domestic  and  international  travelers  spent  $380  billion 
in  1992  in  the  United  States  on  air,  bus,  taxi,  cruise 
ship,  and  rail  travel;  hotel  and  motel  accommodations; 
camping;  food  and  drink;  retail  purchases;  and 
amusement  and  recreation  services.   That  amounted  to  an 
estimated  6  percent  of  our  Gross  National  Product.   The 
impact  of  tourism  has  grown  over  60  percent  since  1986 
when  travel  generated  $237  billion  in  expenditures. 

■  In  1992,  employment  in  the  travel  industry  generated 
over  $97  billion  in  payroll,  up  59  percent  from  1986. 

•  In  1992,  nearly  $51  billion  in  taxes  were  paid  by 
domestic  and  international  travelers  as  compared  to  $32 
billion  in  1986. 

■  In  1992,  Federal  taxes  paid  by  domestic  and 
international  travelers  amounted  to  approximately  $28 
billion,  which  is  an  increase  of  59  percent  since  1986. 

■  Specifically,  in  1992,  5.9  million  U.S.  jobs  were 
supported  by  spending  by  domestic  and  international 
travelers  making  the  travel  industry  the  second  largest 
employer  in  the  United  States,  behind  health  care. 

■  Travel  and  tourism  ranks  as  the  first,  second  or  third 
largest  employer  in  37  states;  it  is  the  number  one 
employer  in  13  states.   The  industry  leads  the  nation 
in  terms  of  employment  of  women  and  minorities.   In  the 
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last  decade,  the  travel  industry  created  jobs  at  twice 
the  average  of  all  U.S.  industries. 

International  Tourism 

International  tourism  to  the  United  States  is  one  of  the 
largest  exports  in  terms  of  dollars  brought  into  the  U.S. 
economy.   It  is  the  largest  business  services  export  and  the 
third  largest  export  overall,  ranking  only  behind  the  Capital 
Goods  and  Industrial  Supplies.   It  is  considerably  larger  than 
agricultural  exports  and  automotive  vehicle  exports. 

•  International  tourism  is  especially  important  to  the 
U.S.  balance  of  payments,  resulting  in  a  surplus  of 
over  $20  billion  in  1992.   This  represents  an  8  percent 
gain  over  1991 's  $19  billion  surplus.   Since  turning 
its  first  surplus  in  1989,  it  has  grown  over  290 
percent. 

■  Service  exports  are  playing  a  substantial  role  in 
reducing  the  overall  trade  deficit.   In  1992  the  U.S. 
had  a  $56  billion  surplus  in  services  compared  to  a  $96 
billion  deficit  in  merchandise  exports. 

■  International  travel  and  tourism  as  a  service  export 
has  grown  from  a  $26  billion  industry  in  1986, 
comprising  30  percent  of  all  service  exports  to  a  $71 
billion  industry,  or  40  percent  of  all  service  exports 
in  1992.   In  1987,  international  travel  became  the 
number  one  ranking  service  export  in  the  U.S. 

■  By  the  year  2000,  tourism  is  expected  to  be  the 
country's  leading  export. 

■  By  the  turn  of  the  century,  one  of  every  four  dollars 
spent  on  tourism  in  the  U.S.  will  come  from 
international  visitors. 

■  In  1992,  international  travelers  spent  a  record  $71.2 
billion  in  the  U.S.,  including  transportation  receipts, 
an  11  percent  gain  over  the  $64.2  billion  1991  figure. 
Spending  has  grown  173  percent  since  1986  when 
international  travel  meant  $26  billion  to  the  U.S. 
economy 

•  International  arrivals  to  the  United  States  (which 
include  arrivals  from  overseas,  Canada,  and  Mexico) 
totaled  44.6  million  in  1992  and  are  projected  to  be 
nearly  47  million  in  1993  and  49.3  million  in  1994. 

■  Since  1987,  the  U.S.  has  experienced  consecutive 
record-setting  years  of  inbound  travel.   Between  1985 
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and  1992,  arrivals  increased  76  percent  as  an 
additional  19.2  million  travelers  visited. 

■  With  regard  to  jobs,  payroll,  and  taxes  generated, 
estimates  of  the  impact  of  international  tourism 
spending  in  the  United  States  for  1992  include: 

■  Jobs  generated:  946,000,  up  123  percent 

from  1986 

■  Payroll  generated:        $14.5  billion,  up  208 

percent  from  1986 

■  Total  taxes  generated:    $7.2  billion,  up  200 

percent  from  1986 

•     Federal  taxes  generated:  $3.7  billion,  up  208 

percent  from  1986 

•  Expectations  are  that  international  visitors  will  spend 
about  $77  billion  in  the  United  States  in  1993  and  over 
$83  billion  in  1994.   Combined  U.S.  domestic  and 
international  travel  receipts  for  1994  are  expected  to 
be  over  $403  billion. 

•  By  the  year  2000,  Japan,  U.K.  and  Germany  will  continue 
to  provide  the  largest  numbers  of  overseas  travelers  to 
the  U.S. 

■  Italy,  Argentina,  Spain,  Korea,  and  Venezuela  are 
expected  to  emerge  as  key  markets  by  the  year  2000, 
growing  substantially  from  current  levels. 

■  Countries  with  the  strongest  potential  for  pleasure 
travelers  to  the  U.S.  include  Canada,  Germany,  Japan, 
and  Mexico.   The  potential  number  of  international 
pleasure  travelers  visiting  from  those  countries  over 
the  next  several  years  is  expected  to  reach  39  million. 
The  present  level  is  6  million. 

In  other  words,  we  expect  significant  growth  in  international 
tourism  to  the  United  States  for  the  next  several  years.   This 
growth  will  provide  jobs  and  economic  opportunities.   There  is  no 
guarantee  that  the  U.S.  tourism  industry  will  be  able  to  maintain 
its  position  as  the  world's  number  one  tourism  earning  nation. 
Not  only  is  the  competitive  environment  growing  more  formidable 
by  the  year,  the  U.S.  tourism  industry  is  highly  fragmented.   It 
is  composed  of  pieces  of  industries  occupying  nearly  30  Standard 
Industrial  Classification  categories  and  comprising  more  than  one 
million  enterprises,  many  of  which  are  ill-prepared  to  compete  in 
a  global  environment. 
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Most  are  independent  small  businesses  having  proprietors  who  are 
unfamiliar  with  the  imperatives  and  pitfalls  of  the  international 
market.   Many  do  not  offer  a  "world  class"  product;  they  have 
neither  foreign  subsidiaries  nor  representatives  and  do  not 
conduct  international  market  research,  and  they  do  not  have  the 
benefit  of  corporate  strategic  plans.   Actually,  they  owe  much  of 
their  market  penetration  success  in  the  last  six  years  to  the 
decline  in  the  value  of  the  dollar  and,  more  recently,  to  the 
disinclination  of  residents  of  this  Hemisphere  to  travel  outside 
the  Americas. 

INTERNATIONAL  TOURISM  MARKETING  AND  PROMOTION 

As  the  national  tourism  office  of  the  United  States,  USTTA 
represents  and  supports  all  parts  of  the  U.S.  tourism  industry: 
states,  regions,  cities,  rural  areas,  private  sector  companies 
and  public  nonprofit  organizations.   In  doing  so,  we  attempt  to 
bring  to  bear,  in  the  highest  potential  international  travel 
markets,  this  country's  very  best  tourism  offerings  —  mixtures 
of  the  highly  popular  and  well-known  and  the  lesser-known, 
less-visited,  but  still  tremendously  rewarding,  destinations  and 
services. 

On  the  international  front,  the  work  is  done  through  our  offices 
in  Canada,  Mexico,  Japan,  the  United  Kingdom,  France,  Germany, 
the  Netherlands,  Italy,  Australia  and  our  South  American  office 
located  in  Miami.  These  are  the  official  U.S.  Government  travel 
offices  that  support  the  travel  trade  by  serving  as  the  "eyes  and 
ears"  for  the  industry,  gathering  market  data  and  intelligence 
and  facilitating  entry  to  markets  by  states,  cities,  rural  areas, 
regions,  and  companies  trying  to  become  involved  internationally. 

The  way  we  "market"  the  United  States  remains  the  same  whether 
the  area  being  promoted  is  highly  utilized  or  under  utilized. 
But  bringing  under-utilized  areas  to  market  receives  considerable 
attention  from  us  because  those  areas  need  our  technical  assis- 
tance the  most.   Further,  under-utilized  areas  are  potential 
destinations  for  many  of  our  repeat  visitors  who,  after  seeing 
our  prize  destinations  on  earlier  visits,  want  to  see  "the  real 
America"  which  is  often  "rural  America."   (Over  three-quarters  of 
international  travelers  to  the  United  States  are  repeat 
visitors. ) 

Accordingly,  we  must  strategically  use  linkage  —  linkage  between 
the  "haves"  and  the  "need  mores."   By  connecting  the  sectors  of 
this  industry  which  need  more  assistance  with  those  which  are 
already  well-established,  we  assist  both  in  benefitting  from  the 
growing  inbound  market. 

This  strategy  is  embodied  in  the  concept  of  "regionalism."   We 
encourage  states,  cities,  and  private  sector  components  to  band 
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together  as  regional  coalitions  in  their  international  marketing 
efforts.   The  reasons  and  benefits  are  impressive: 

♦  Organizations  which  alone  cannot  effectively  market 
their  products  and  services  abroad  can  do  so  more 
readily  as  part  of  a  larger  regional  group;  enabling 
greater  participation  in  marketing  efforts  by  firms  and 
organizations  which  would  or  could  not  otherwise  get 
involved; 

»     Regionalism  provides  the  means  for  strengthening  the 

relationship  between  public  and  private  sector  groups; 

♦  Regionalism  facilitates  the  international  promotional 
effort  --  providing  the  international  consumer  with  a 
consistent,  recognizable,  and  manageable  U.S.  tourism 
product.   Research  clearly  shows  that  tourists  from 
abroad  rarely  visit  only  one  city,  state,  or  attraction 
in  the  U.S.;  thus,  regional  packaging  of  tourism  offer- 
ings takes  advantage  of  this  buying  pattern. 

North  Carolina,  for  example,  is  part  of  Travel  South  USA,  a 
regional  marketing  effort  aimed  at  international  travelers.   The 
total  budget  for  the  eleven  state  members  of  Travel  South  for  the 
1991-92  fiscal  year  was  $90,886,800,  averaging  $8,262,436  per 
state.   The  total  advertising  budget  for  the  area  was 
$34,970,207,  with  the  average  advertising  budget  being 
$3,497,021.   Travel  South  states  include  North  Carolina, 
Louisiana,  Florida,  South  Carolina,  Virginia,  Arkansas, 
Tennessee,  Georgia,  Kentucky,  Alabama,  and  Mississippi. 

The  marketing  strategy  for  Travel  South  USA  for  1993-94  is  to 
focus  on  themes  such  as  "Gone  with  the  Wind,"  Southern  foods, 
music,  and  sports.   Expansion  of  airline  routes  in  the  South's 
gateway  cities  and  new  funding  sources  developed  through 
cooperative  marketing  campaigns  are  also  objectives.   Kentucky, 
for  example,  is  cooperating  with  Toyota  to  sell  cars  and  Kentucky 
to  the  Japanese.   Japan  remains  an  important  market  for  the 
Southeast  as  more  than  40,000  Japanese  visited  in  the  first 
quarter  of  1992  alone,  representing  a  32  percent  increase  over 
1991. 

Another  important  impetus  for  international  travel  to  the 
Southeast  region  will  be  the  1996  Olympic  Games  with  spin-offs 
estimated  in  the  range  of  $5  mill-ion  for  Georgia  alone.   It  is 
projected  that  more  than  7.5  million  tickets  will  be  sold  for 
events  and  over  361,000  visitors  will  attend  the  games. 

USTTA  also  works  closely  with  several  other  regional  groups  to 
assist  their  international  travel  marketing  efforts.   These 
include  Foremost  West,  Mississippi  River  Country,  Southeast 
Tourism  Society,  Discover  New  England,  the  Great  Lakes  States, 
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visit  U.S.  West,  America's  Heartland,  the  Old  West  Trail 
Foundation,  New  England  as  well  as  other,  smaller  regional 
groups.   Regionalism,  we  believe,  is  an  excellent  vehicle  for 
effective  and  efficient  travel  promotion,  particularly  in  the 
international  market. 

And  the  prime  beneficiaries  are  those  states  and  destinations  not 
immediately  recognized  as  the  best  known  or  most  popular 
destinations.   In  fact,  it  is  often  the  resources  of  these  major 
corporations  that  provide  the  nucleus  of  national  programs  that 
allow  the  public  sector  to  participate  at  effective  levels  of 
funding.   In  1993,  for  example,  it  is  estimated  that  the  U.S 
tourism  industry  will  invest  over  $15  million  in  USTTA-organized 
programs  promoting  the  United  States  as  a  destination. 

We  have  stepped  up  our  work  to  provide  technical  assistance  and 
inforiTiational  support  to  communities  and  businesses  just 
beginning  to  incorporate  tourism  as  an  economic  development  tool 
or  seeking  to  enter  international  markets.   For  example,  we  have 
programs  such  as  the  Regional  Market  Development  Program  cited 
earlier,  the  soon-to-be-launched  International  Tourism  Trade  and 
Development  Financial  Assistance  Program  (ITTDFAP),  and  our 
International  Marketing  Seminars  co-sponsored  with  TIA.   USTTA 
also  is  in  the  process  of  developing  stand-alone  presentations 
which  can  be  utilized  by  the  communities  in  coordinating  their 
international  promotion  efforts.   These  include:   How  to  Develop 
Marketing  Plans,  Getting  Your  Products  on  the  Shelf,  and  Serving 
the  International  Visitor.   In  1993,  education  seminars  were 
conducted  in  September  in  Miami,  FL,  Newport,  RI ,  and  St.  Louis, 
MO.   These  events  are  designed  to  provide  basic  "do's  and  don'ts" 
and  "how  to's"  of  planning  for,  entering,  and  promoting  in  travel 
markets  abroad.   We  are  gratified  by  the  enthusiastic  reaction  to 
these  outreach  efforts. 

Another  technical  assistance  tool  worthy  of  note  is  the  newest 
edition  of  Tourism  USA  --  Guidelines  for  Tourism  Development. 
This  planning  manual  was  produced  by  the  University  of  Missouri 
for  the  Department  of  Commerce  as  an  aid  to  communities 
interested  in  initiating  or  developing  tourism  as  part  of  their 
economic  development  plan.   It  has  essentially  become  the  tourism 
development  "bible"  for  hundreds  of  users  throughout  the  country. 
In  its  most  recent  edition,  it  has  been  expanded  to  include 
guidelines  for  developing  international  marketing  and  visitor 
services  for  special  populations.   This  manual  has  proven 
particularly  valuable  to  rural  and  ethnic  tourism  communities. 

RURAL  TOURISM  DEVELOPMENT 

One  of  the  most  recent  trends  in  tourism  is  the  development  of 
rural  areas  of  America.   National  statistics  indicate  that  close 
to  87  percent  of  today's  travelers  want  to  get  off  the 
interstates  and  travel  the  scenic  highways  and  byways  of  the 
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United  States.   Rural  areas  offer  tourists  the  opportunity  of 
"spiral"  or  day  trips  out  from  the  city,  unspoiled  nature  and 
birding  opportunities,  hunting  and  fishing,  glimpses  of  unique 
folklore,  music,  culture,  foods  and  folkways,  not  available  in 
the  bigger  cities.    Urban  and  rural  tourism  can  easily  serve 
each  other  in  a  mutually  beneficial  and  economically  stimulating 
way.   Each  offers  something  special  to  the  traveler  and  the 
combination  of  the  two  offers  yet  another  type  of  travel 
experience  in  the  United  States. 

The  problems  that  plague  rural  America  today  are  extensive. 
Until  the  1980s,  unemployment  rates  were  consistently  higher  in 
urban  areas  than  in  rural  areas;  however,  during  the  1981-82 
recession,  rural  unemployment  rates  rose  faster  and  peaked  higher 
than  urban  unemployment  rates.   Similarly  in  the  1990  recession, 
rural  earnings  declined  and  remained  lower  than  urban  earnings 
across  all  regions. 

This  phenomenon  of  high  unemployment  rates  in  rural  areas  is  a 
significant  break  from  past  patterns  and  represents  a  warning 
flag  that  fundamental  conditions  have  shifted  in  rural  America. 
For  example,  during  much  of  the  1980s  about  400,000  rural 
residents  packed  their  bags  and  left  rural  America  each  year  to 
seek  employment  in  the  cities.   Although  agriculture  remains  the 
most  important  industry  in  rural  America,  it  now  employs 
relatively  few  people,  and  that  trend  is  likely  to  continue. 
Only  approximately  400  of  America's  2,400  rural  countries  are  now 
considered  "agriculture  dependent." 

In  recognition  that  tourism  is  an  important  tool  in  rural 
revitalization  efforts,  the  recommendations  in  the  Final  Report 
of  the  National  Policy  Study  on  Rural  Tourism  and  Small  Business 
Development  Report  on  Rural  Economic  Development  were  ordered 
implemented  by  Executive  Order  on  July  16,  1990.   This  Report 
explains  that  any  new  lifeblood  for  rural  America  will  be  found 
primarily  in  off-farm  employment  opportunities,  especially  in 
industries  such  as  tourism,  retirement  living,  and  commercial 
recreation,  which  all  serve  to  bring  additional  income  to  rural 
communities.   As  more  rural  communities  are  making  tourism  a  part 
of  the  economic  development  option  for  the  nineties,  USTTA,  along 
with  government  land  management  agencies,  is  working  to  put  small 
town  America  on  the  "tourist  map."   As  part  of  this  initiative, 
USTTA  will  provide  leadership  for  educational  outreach  programs 
in  rural  tourism  development. 

In  promoting  under-utilized  areas,  the  United  States  capitalizes 
on  the  incredible  drawing  power  of  the  better-known  destinations 
and  tourism  services  in  this  country,  particularly  for  potential 
first-time  visitors  to  our  shores.   The  tourism  infrastructure 
built  around  these  services,  can  serve  as  a  hub  for  rural  day 
trips,  or  as  a  departure  point  for  more  extensive  excursions. 
Indeed,  these  popular  destinations  serve  both  as  tourism  magnets 
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and  delivery  systems  —  for  the  benefit  of  all.   Rural  tourism, 
therefore,  is  not  limited  to  rural  areas  of  a  state  or  region. 
It  encompasses  the  major  metropolitan  areas  as  well  for 
accommodations,  restaurants,  easy  access  to  airports  and 
interstates. 

The  highly  successful  Visa  Waiver  Pilot  Program  further 
facilitates  the  entry  of  international  travelers  to  the  major 
ports  of  entry  into  the  United  States.   Twenty-two  countries  now 
participate  in  the  U.S.  program  with  impressive  results  in 
usership.   For  example,  88  percent  of  inbound  Japanese  visitors 
in  1992  did  so  via  the  Visa  Waiver  Program.   Since  the  Program's 
inception  five  years  ago  in  July,  1988,  58  percent  of  total 
arrivals  from  the  22  participating  countries  have  entered  the 
United  States  with  visa  waivers. 

The  Department  of  Commerce  also  has  been  at  the  forefront  of 
developing  a  number  of  tourism  strategies  to  assist  in 
implementing  rural  tourism.   Two  important  strategic  steps  of  the 
Department's  policy  include: 

♦  Development  by  the  Tourism  Policy  Council  (an 
interagency  tourism  policy  coordinating  council  chaired 
by  the  Secretary  of  Commerce)  of  a  national  policy  to 
encourage  the  growth  of  tourism-related  businesses  in 
rural  America  and  to  improve  the  quality  and 
competitiveness  provided  by  rural  Americans; 

♦  Development  by  USTTA  of  an  educational  outreach  program 
to  provide  training  for  rural  communities  interested  in 
tourism  as  an  economic  development  tool  in  rural  areas. 

In  1992,  USTTA  and  the  Department  of  Commerce's  Economic 
Development  Administration  (EDA)  --  co-sponsored  with  the  Tourism 
Center  of  the  University  of  Minnesota,  the  Extension  Service  of 
the  Department  of  Agriculture,  and  the  Small  Business 
Administration  —  an  important  economic  development  training 
opportunity.   On  November  20,  a  conference  on  Rural  Tourism 
Development  entitled  "Turn  it  Around  with  Tourism"  was  telecast 
nationwide  from  the  Tourism  Center.   This  highly  successful 
conference  reached  over  150  locations  throughout  the  country. 

Based  on  the  responses  to  this  teleconference  and  taking  into 
account  requests  from  local  and  state  tourism  and  economic 
development  agencies,  USTTA  organized  and  sponsored  the  first 
ever  National  Rural  Tourism  Development  Conference.   The  concept 
behind  the  conference  was  a  "train  the  trainer"  effort  to  train 
and  develop  a  cadre  of  people  in  each  state  who  would  have 
knowledge  and  some  expertise  in  rural  tourism  development.   This 
cadre  now  is  being  utilized  as  a  nationwide  human  resource 
network  that  is  committed  to  rural  tourism  as  a  means  of  local 
economic  development.   Another  feature  of  the  program  is  an 
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interagency  and  private  sector  effort  at  the  federal,  regional, 
state  and  local  level. 

The  first  National  Rural  Tourism  Development  Conference  was  held 
on  April  22-24,  1992,  at  the  Adam's  Mark  Hotel  in  Kansas  City, 
Missouri.   Over  200  people  attended  the  conference  representing 
43  states  and  Canada. 

To  continue  providing  both  educational  and  networking 
opportunities,  a  Second  Annual  Conference  on  Rural  Tourism 
Development  was  held  in  Rapid  City,  South  Dakota,  April  26-28, 
1993,  in  conjunction  with  the  National  Association  of  State 
Development  Agencies'  (NASDA)  Third  Annual  National  Conference  on 
Tourism  Development  (April  28-29).   The  purpose  of  this  second, 
equally  as  successful  conference  was  to  continue  the  "train  the 
trainer"  concept  and  define  and  establish  municipal  tourism 
policies  that  will  assist  state  or  political  subdivisions  in 
making  tourism  an  economic  development  priority.   A  resource 
handbook.  Tourism  Development:   A  Guideline  for  Rural 
Communities,  was  developed  to  provide  the  user  with  a  set  of 
guidelines  and  principles  to  support  the  concept  of  utilizing 
tourism  as  an  economic  development  tool  for  rural  areas. 

Another  resource  guide  book  is  World  Tourism  at  the  Millennium; 
An  Agenda  for  Industry.  Government,  and  Education  published  in 
April,  1993,  by  USTTA.   The  many  issues  covered  in  this  monograph 
are  of  high  utility  to  a  state  such  as  North  Carolina  in 
preparing  strategy  for  capturing  a  larger  share  of  the 
international  tourism  market.   Issues  range  from  rural  tourism 
and  recognition  of  the  need  for  employee  education  and  training 
to  attention  to  sustainable  tourism  development,  traveler  health, 
safety,  and  security,  and  other  essential  quality  services  for 
international  tourism  consumers. 

TRAVEL  AND  TOURISM  IN  NORTH  CAROLINA 

In  my  opinion.  North  Carolina  is  doing  an  excellent  job  in 
marketing  and  promoting  its  tourism  product  in  the  international 
market. 

U.S.  Domestic  Travel  to  North  Carolina 

In  carrying  out  its  overall  state  tourism  promotion  strategy, 
North  Carolina  has  encountered  requirements  similar  to  other 
states.   These  include  the  need  for  technical  assistance  and 
guidance  in  the  areas  of  education  and  awareness,  assessments  and 
evaluations,  identification  of  funding  sources,  and  development 
of  marketing  plans  (e.g. .  brochures  and  FAM  tours) . 

The  highly  laudable,  ongoing  work  by  North  Carolina,  however,  is 
pointing  out  the  need  for  even  greater  provision  of  resources  to 
the  development  stages  of  tourism  and  small  business  creation  as 
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well  as  for  increased  coordination  of  programs  and  projects  among 
state,  federal,  and  local  entities.   In  order  to  enjoy  long  term 
success,  more  attention  must  be  paid  to  programs  that  prepare 
communities/states  for  tourism  or  other  small  business 
development  especially  in  the  area  of  international  travel 
promotion. 

Of  particular  interest  to  USTTA  is  the  promotion  of  international 
travel  to  the  United  States.   In  reference  to  international 
markets,  states  and  regions  must  become  international  visitor 
"friendly."   Attracting  international  visitors  carries  with  it  a 
burden  of  responsibility  to  provide  services  which  meet  the  needs 
of  this  group.   Provision  of  the  most  basic  requirements  —  the 
availability  of  foreign  currency  exchange  sites;  multilingual 
front-line  employees  in  hotels,  restaurants,  airports  as  well  as 
menus  and  brochures;  international  signs  and  symbols  marking 
restrooms,  elevators,  highways  --  can  demonstrate,  in  a  welcoming 
manner,  sensitivity  to  and  understanding  of  cultures  other  than 
our  own. 

International  Tourism  to  North  Carolina 

A  few  statistics  on  the  economic  impact  of  international  travel 
to  North  Carolina  in  1992  emphasizes  the  importance  of 
international  tourism  to  state  economies: 

♦  In  1992,  420,000  Canadians,  4,000  Mexicans,  and  249,000 
overseas  travelers  (which  excludes  Mexico  and  Canada) 
visited  North  Carolina  for  a  total  international 
arrival  figure  of  673,000,  an  8  percent  increase  over 
1990. 

♦  Top  countries  of  origin  for  North  Carolina  ranked  the 
UK  first  with  60,000  (2.1  percent  of  all  U.S.  overseas 
arrivals),  then  Germany  with  34,000  (2.0  percent), 
Italy  with  9,000  (1.5  percent),  and  France  with  27,000 
(3.4  percent) . 

♦  Total  international  tourism  expenditures  in  North 
Carolina  in  1992  amounted  to  $296  million,  creating 
6,700  jobs,  $40  million  in  total  taxes,  and  $76  million 
in  payroll. 

♦  Between  1991  and  1992,  Germany  showed  the  greatest 
growth  in  arrivals  to  North  Carolina  with  21  percent. 
In  the  South  American  market,  arrivals  from  Columbia 
grew  by  27  percent,  Brazil  by  21  percent  in  the  same 
period. 

In  1993,  North  Carolina  has  targeted  its  international  marketing 
towards  increased  tourism  from  Canada,  UK,  Germany,  and  Japan. 
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The  following  comments  reinforce  these  efforts  as  well  as  explain 
why  international  tourism  is  so  important  to  North  Carolina: 

♦  First,  the  international  visitor  spends  more  than  six 
times  as  much  on  tourism  services  as  does  a  domestic 
visitor  from  another  state.   Such  visitors  buy  enormous 
amounts  of  locally  made  products,  gifts  and  souvenirs 
which  stimulate  economic  benefits  for  local  merchants 
and  businesses  in  North  Carolina.   Thus  North  Carolina 
should  strive  to  get  its  fair  share  of  the 
international  tourism  trade  and  think  beyond  just 
providing  tourism  services  towards  helping  stimulate 
tourist  purchases  of  North  Carolina-made  products. 

♦  Second,  such  "dollars"  from  international  visitors  are 
"fresh  currency"  rather  than  "recycled  currency" 
already  in  the  domestic  income  stream;  hence  economists 
term  such  expenditures  as  having  a  greater  multiplier 
effect  on  the  economy.   North  Carolina  and  the  nation 
benefit  simultaneously  from  such  expenditures  because 
it  improves  the  overall  trade  balance.   These  kinds  of 
expenditures  also  stimulate  new  demand  for  a  broader 
range  of  products  and  services  to  accommodate  the  needs 
and  desires  of  the  international  visitor. 

♦  Third,  generally  speaking,  the  taxes  paid  by 
international  visitors  on  tourism  services  yield  a 
higher  benefit  to  the  state  and  nation  because  such 
visitors  utilize  only  a  limited  amount  of  the  services 
paid  for  by  such  taxes.   The  international  visitor  is  a 
very  "temporary"  resident  who  spends  large  amounts  of 
money  and  then  leaves.   The  taxes  they  pay  benefit  the 
State  of  North  Carolina  directly  and  indirectly. 

♦  Fourth,  international  tourism  expenditures  contribute 
to  the  creation  of  jobs  and,  over  the  past  decade, 
expenditures  on  tourism  services  have  directly 
generated  more  jobs  than  any  other  industry  sector 
except  health  services.   The  jobs  often  provide  special 
opportunities  for  minority  groups  or  the  disadvantaged, 
and  for  people  in  rural  areas.   Such  job  creation  is 
critical  to  North  Carolina  and  the  Nation. 

♦  Fifth,  in  the  next  few  years,  we  will  welcome  soccer's 
World  Cup  and  another  Olympics  to  the  United  States. 
Each  will  be  a  dramatic  time  when  the  world  will  watch 
and  want  to  come  to  this  country.   It  is  and  will  be  a 
great  opportunity  to  serve  the  global  market  and  to 
provide  them  with  the  best  travel  and  tourism 
experience  that  we  can.   The  crowds  that  flock  to  these 
events  will  not  merely  visit  Atlanta  or  the  West  coast 
and  return  home.   They  will  explore  and  visit  all  this 
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country  has  to  offer.   North  Carolina  should  be  up 
front  in  marketing  its  well-known  as  well  as  rural 
tourism  products  to  this  cosmopolitan  audience  coming 
to  the  United  States. 

Sixth,  it  is  estimated  that  more  than  one  million 
enterprises  are  involved  in  travel-related  businesses 
in  the  United  States,  of  which  98  percent  can  be 
classified  as  small,  such  as  travel  agencies,  family- 
owned  motels,  restaurants,  amusement  areas,  and 
souvenir  gift  and  other  retail  establishments  all  of 
which  are  important  to  the  North  Carolina  economy. 

Seventh,  tourism  plays  an  important  role  in  economic 
development,  stimulating  improvements  in  roads, 
transportation  systems,  agriculture,  food  processing, 
construction  and  so  forth.   North  Carolina  can  begin 
the  process  of  successful  development  of  rural  tourism 
which  requires  focusing  on  community  involvement  and 
the  initiative  of  community  leadership  to  accomplish 
these  goals. 

Eighth,  the  local  benefits  from  tourism  are  usually  in 
such  categories  as  employment,  income,  diversification 
of  economic  base,  tax  revenues,  visibility,  and/or 
cultural  benefits.   In  brief,  tourism  properly 
developed  can  add  greatly  to  the  quality  of  life  in  a 
local  community.   North  Carolina  should  work  actively 
and  cooperatively  with  private  enterprise  in  creating 
an  environment  in  which  small  business  can  succeed. 
This  requires  the  establishment  of  networks  with  other 
community  organizations  such  as  the  arts  council, 
historic  associations,  civic  clubs,  and  community 
betterment  to  improve  the  resource  base  for  leadership 
and  reduce  the  costs  of  conflicts  in  scheduling  and 
counterproductive  decision  making. 

Ninth,  most  recent  surveys  have  indicated  a  strong 
desire  by  international  visitors  to  travel  to  areas 
with  good  recreational  facilities,  rural  areas  and  a 
clean  environment.   In  other  words,  there  is  great 
interest  in  fishing,  boating,  swimming,  water  sports, 
camping,  horseback  riding,  tennis  and  golf.   North 
Carolina  fits  this  profile  perfectly. 

Tenth,  there  is  considerable  interest  by  international 
visitors,  particularly  those  who  are  repeat  visitors, 
in  seeing  "real  America"  or  "rural  America."   Usually 
on  the  first  or  second  trip  to  the  United  States  they 
are  likely  to  go  to  the  big  cities  or  well  know 
attractions,  but  during  repeat  visits  (and  remember 
that  76  percent  of  the  international  visitors  are 
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repeats),  they  want  to  visit  the  interior,  be  exposed 
to  country  folk,  experiences  local  music  and  culture, 
visit  the  wide  open  spaces,  gain  knowledge  about  the 
frontier  West  --  in  brief,  the  very  kind  of  tourism 
product  that  North  Carolina  offers  and  can  readily 
expand. 

The  above  comments  illustrate  a  very  few  of  the  potential 
opportunities  for  increasing  tourism  to  and  within  North  Carolina 
and  why  North  Carolina  should  seek  to  increase  its  share  of 
international  visitors.   This  analysis  suggests  that  North 
Carolina  should  and  does  "think  globally"  and  "act  locally."   In 
other  words.  North  Carolina  should  play  an  important  and  active 
role  in  local,  state,  regional  and  national  efforts  to  market  and 
promote  its  tourism  product  in  the  international  market. 

CONCLUSION 

The  economic  benefits  of  rural  tourism  can  be  measured  in  such 
areas  as  job  creation  or  hotel/motel  tax  increases.   What  remains 
unmeasurable  and  priceless  is  the  rekindling  and  development  of 
community  pride  and  spirit. 

Embracing  the  future  has  a  great  deal  to  do  with  the  attainment 
of  the  dreams  and  aspirations  as  well  as  economic  opportunities 
for  the  United  States  embodied  in  the  international  tourism 
industry.   Pragmatic  policy  and  planning,  education  and 
management,  are  key  elements  for  converting  dreams  into  realities 
for  rural  America. 

Small  towns  across  America  are  beginning  to  realize  that  the 
development  potential  tourism  offers  is  attainable  through  the 
marketing  of  their  communities  both  domestically  and 
internationally.   Public-private  partnerships  can  be  forged  that 
will  change  the  face  of  cities,  from  renovated  store  fronts  and 
sidewalks  to  new  or  restored  tourism  attractions. 

Visitors  from  across  the  globe  have  expressed  an  interest  in 
seeing  the  heart  of  America,  the  frontier,  often  on  tourism 
routes  or  theme  itineraries  linking  historical,  cultural,  and 
natural  attractions.   This  is  having  an  economic  multiplier 
effect  on  a  diversity  of  travel  industry  sectors  --  bus  companies 
bringing  international  travelers  to  rural  sections  of  the  United 
States,  the  enhancement  of  Scenic  Byways  travel  programming,  and 
the  conscientious  integration  of  recreation  and  its  byproducts, 
such  as  recreational  vehicular  travel,  with  sustainable  tourism 
development  in  rural  areas.   Distribution  considerations  include 
how  tourism  revenues  interact  with  other  economic  opportunities 
within  the  community  and  within  the  family  unit.   The  income  that 
is  generated  by  rural  tourism,  however  modest,  can  be  utilized  to 
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revitalize  the  community  and  encourage  further  economic 
investment. 

Through  cooperative  tourism  activities  at  the  local,  state,  and 
federal  levels,  rural  America  can  move  to  the  forefront  in  U.S. 
export  promotion. 

And  North  Carolina  is  doing  an  outstanding  job  in  leading  the 
way. 

I  thank  you  for  your  attention  and  I  would  be  glad  to  respond  to 
any  questions  you  may  have. 
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Introduction 


In  rural  communities  throughout  the  United  States,  tourism  development  is 
receiving  increased  recognition  as  a  regional  economic  development  strategy. 
Tourism  is  widely  perceived  as  a  potential  basic  industry,  providing  local 
employment  opportunities,  tax  revenues,  and  economic  diversity.  Further, 
tourism  is  well-suited  to  the  cun-ent  mral  policy  of  emphasis  on  entrepreneurial 
development  and  small  business  assistance  for  locally-owned  businesses. 

Several  national  task  forces  have  examined  tourism  development  guidelines 
over  the  past  20  years.  Beginning  with  the  National  Tourism  Resources  Review 
Commission  publication  series.  Destination  USA.  there  have  been  several 
national  efforts  to  assist  rural  economic  development  through  tourism: 
(^)  Destination  USA  (1973);  (2)  Tourism  USA  (1978);  (3)  Identifying  Traveler 
Markets  (1978);  (4)  Tourism:  State  Structure,  Organization,  and  Support  (1979); 
(5)  Creating  Economic  Growth  and  Jobs  Thmugh  Travel  and  Tourism  (1981);  (6) 
Tourism  USA  (1986);  and  (7)  the  current  U.S.D.O.C.  Study  on  Rural  Tourism 
Development.  All  of  these  reports  have  been  published  by  the  United  States 
Department  of  Commerce  (U.S.D.O.C.)  Travel  and  Tourism  Administration  or  its 
predecessor. 

Additionally,  there  have  been  numerous  reports  on  tourism  planning  and 
development  published  in  the  last  10  years.  Similariy,  numerous  articles  on  rural 
tourism  development  have  been  published  in  the  primary  tourism  journals,  The 
Journal  of  Travel  Research,  The  Annals  of  Tourism  Research,  and  Tourism 
Management.  Thus,  there  is  a  substantial  body  of  literature  on  mral  tourism 
development. 

Unfortunately,  very  little  effort  has  been  given  to  determining  the  most  efficient 
means  of  disseminating  this  information  to  rural  communities.  The  primary 
conclusion  of  the  Tourism  Resources  Review  Commission  in  1973  was  that  the 
tourism  industry  was  highly  decentralized  and  lacked  coordination  and  the 
resulting  synergism  of  effort.  The  Commission's  primary  recommendation  was 
establishment  of  the  agency  currently  known  as  the  U.S.  Travel  and  Tourism 
Administration  with  the  primary  purpose  of  coordinating  tourism  development 
efforts.  For  a  variety  of  reasons,  this  purpose  has  not  been  accomplished.  The 
problem  is  not  a  lack  of  information.  Rather,  it  is  establishing  an  efficient  means 
of  disseminating  the  available  information  to  rural  community  leaders.  Cleariy, 
the  only  currently  available,  viable  means  of  addressing  this  problem  is  through 
a  network  of  extension  specialists. 

The  Southern  Rural  Development  Center 

During  1990  the  Southern  Rural  Development  Center  at  Mississippi  State 
University  funded  a  project  titled  "Improving  Rural  Tourism  Extension  and 
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Research  in  the  South:  A  Task  Force  to  Inventory  and  Assess  Cun-ent 
Programs."  The  general  purpose  of  the  project  was  to  identify  and  assess  the 
scope  of  rural  tourism  extension  and  research  in  the  southeast  and  to  identify  a 
strategy  which  will  facilitate  understanding  and  implementation  of  U.S.D.O.C. 
guidelines  for  rural  tourism  development. 

To  accomplish  these  objectives  rural  tourism  extension  and  research  personnel 
were  asked  to  participate  in  a  Delphi  designed  to  identify  rural  tourism 
development  programs,  resources,  and  needs.  Participants  were  mailed  a  short 
questionnaire  which  solicited  information  about  programs,  activities,  and 
research  focusing  on  rural  tourism.  The  information  resulting  from  the  query  was 
used  to  identify  strategies  currently  being  used  to  assist  rural  communities  with 
specific  tourism  development  needs. 

A  key  element  in  the  entire  project  was  an  inventory  of  the  personnel  and 
activities  associated  with  rural  tourism  in  the  southem  region.    Because  of  the 
importance  of  this  element,  it  is  presented  first  in  this  report. 

Professionals  engaged  in  njral  tourism  extension,  research  and  technical 
assistance  activities  were  identified  by  mailing  them  the  questionnaire  continued 
in  Appendix  A  of  this  report.  The  questionnaire  was  designed  to  elicit 
information  about  personnel  and  the  types  of  rural  tourism  programs  or  activities 
in  which  they  are  engaged.  Question  one  was  designed  to  identify  individuals 
and  agencies  which  are  engaged  in  rural  tourism  development  and  technical 
assistance  activities.  Individuals  who  received  the  questionnaire  were  asked  to 
list  up  to  five  people  who  they  feel  should  be  contacted  to  get  more  information 
about  rural  tourism  development  and  technical  assistance. 

Delphi  Results 

Question  Number  One 

This  first  question  was  designed  to  identify  people  to  whom  the  questionnaire 
could  be  sent.  Although  the  intent  of  the  project  was  to  identify  the  people 
engaged  in  rural  tourism  activities  in  the  Southeast,  it  was  obvious  as  the 
questionnaires  were  returned  that  the  network  which  was  being  identified  was 
national  in  scale.  Agencies  and  individuals  from  across  the  nation  were  being 
identified    Therefore,  we  did  not  limit  the  mailing  of  the  questionnaire  to  those 
individuals  identified  in  the  Southeast.  Responses  to  the  first  question  resulted 
in  the  identification  of  258  people.  Of  the  258,  a  total  of  105  (40.7%)  of  the 
questionnaires  were  returned.  The  states  represented  by  the  responses  are 
shown  in  Table  1 .  Slightly  more  than  two-thirds  of  the  responses  came  from 
states  in  the  Southeast.  Less  than  one-tenth  came  from  foreign  countries 
(Canada,  Bermuda,  and  the  Bahamas),  while  16.7%  came  from  states  in  the 
Midwest.  The  complete  list  of  those  who  were  mailed  the  questionnaire  and  can 
be  considered  to  compose  the  network  of  people  engaged  in  rural  tourism 
activities  is  shown  in  Appendix  B. 
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Table  1:  States  Represented  in  the  1991  Rural  Tourism  Development  Study 


Percent  of 

§tates 

ResDondents 

Tennessee 

9.3 

Louisiana 

8.9 

Alabama 

8.6 

Georgia 

8.6 

District  of  Columbia 

6.6 

Canada 

6.2 

Kentucky 

5.1 

Maryland 

4.2 

Florida 

3.5 

Iowa 

3.5 

Arkansas 

3.1 

Nebraska 

3.1 

Indiana 

2.3 

South  Carolina 

23 

Illinois 

1.9 

Minnesota 

1.9 

Texas 

1.9 

Virginia 

1.9 

West  Virginia 

1.9 

Bermuda 

1.6 

Colorado 

1.6 

Michigan 

1.6 

Missouri 

1.2 

Mississippi 

1.2 

North  Carolina 

1.2 

Wisconsin 

1.2 

Idaho 

.8 

Montana 

.8 

Pennsylvania 

.8 

Bahamas 

Kansas 

Massachusetts 

NewYori< 

Oklahoma 

Oregon 

South  Dakota 

Utah 

Total 


100.0% 
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Question  Number  Two 

The  second  question  in  the  survey  queried  the  respondents  about  the  rural 
tourism  projects  in  which  they  were  engaged  in  the  last  two  years  (1989-1990). 
The  question  was  stated  as  follows:  From  your  experience,  please  describe  any 
mral  tourism  research,  extension,  and/or  technical  assistance  projects  you  have 
conducted  during  the  past  two  years.  A  total  of  107  different  projects  were  listed 
and  content  analysis  of  those  listed  produced  twenty  project  categories.  The 
top  ten  project  categories  which  account  for  76.6%  of  the  projects  described  by 
the  respondents  are  shown  in  Table  2. 

Table  2:  Top  Ten  Projects  Listed  By  Respondents 

Percent  of 
Project  Type  Respondents 

1.  Workshops/Conferences/Symposia/Seminars  13.1 

2.  Planning/Design/Strategic  Planning  11.2 

3.  Research  Studies  10.3 

4.  Tourism  Marketing  8.4 

5.  Assessments/Needs  Assessments/Evaluation  7.5 

6.  Publications  (How  to's)  6.5 

7.  Heritage  Touhsm  5.6 

8.  Hospitality  Training/Marketing  5.6 

9.  Economic  Impact/Market  Demand  4.7 
10.  Feasibility  Studies  3.7 

Other  23.4 

Total  100.0% 

The  most  prevalent  kinds  of  projects  described  were  Workshops/Conferences/ 
Symposia/Seminars  (13.1%),  followed  by  Planning/Design/Strategic  Planning 
efforts  (11.2%),  Research/Studies  (10.3%),  Tourism  Marketing  (8.4%),  and 
Assessment/Needs  Assessment/Evaluation  (7.5%).  Additional  projects 
described  by  the  respondents  include  Publications  -  How  to's  (6.5%),  Heritage 
Tourism  development  (5.6%),  Hospitality  Training/Marketing  (5.6%),  Economic 
Impact/  Market  Demand  assessment  (4.7%),  and  Feasibility  Studies  (3.7%).  It 
appears  that  the  largest  percentage  of  activities  engaged  in  by  the  respondents 
consisted  of  traditional  conference,  planning  and  research  activities 

Question  Number  Three 

The  third  question  in  the  survey  elicited  opinions  about  the  need  for  research  on 
rural  tourism.  The  question  was  stated  as  follows:  In  your  opinion,  what  are  the 
five  most  important  research  needs  in  rural  tourism  development?  Content 
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analysis  of  the  research  needs  listed  by  the  respondents  yielded  seven  major 
categories  as  shown  in  Table  3.  The  needs  were  listed  as  statements  or 
research  questions  by  the  respondents. 

Table  3:  Rural  Tourism  Development  Research  Needs  in  Priority  Order 

1 .  Determine  the  Economic  Impact  of  Rural  Tourism 

a.  Baseline  studies  of  impact 

b.  Model  Development  -  Using  secondary  data 

c.  Who  benefits  from  rural  tourism? 

2.  Establish  a  Definition  /Description  of  Rural  Tourism 

a.  What  constitutes  rural  tourism? 

b.  How  do  we  measure/quantify  rural  tourism? 

c.  What  is  government's  role  in  rural  tourism? 

3.  Develop  Canying  Capacity  Measures  for  Rural  Tourism 

a.  What  is  the  environmental  impact  of  rural  tourism? 

b.  What  is  Eco-Tourism? 

c.  What  resource  protection  policies  are  need  for  rural  tourism? 

4.  Rural  Tourism  Visitors 

a~  Basic  data  on  visitors  -  demographic  profiles 

b.  Visitor  psychographics 

c.  Market  segment  identification 

d.  Motivations  of  rural  visitors 

e.  Origin/destination  data 

f.  Rural  tourism  consumer  wants  and  benefits 

5.  Determine  the  Tourism  Potential  of  Rural  Areas 

a.  Resource  assessment 

b.  Evaluate  existing  facilities/services 

c.  Community  involvement  in  rural  tourism  development 

d.  Impact  of  community  education  about  rural  tourism  development 

e.  the  development  of  regional  tourism  organizations  -  barriers 
and  successful  models. 

6.  Determine  Marketing  Strategies 

a.  Develop  basic  market  data 

b.  Test  and  identify  successful  regional  marketing  strategies 

c.  Develop  and  test  techniques  for  assessing  tourism 
product  quality 

d.  Test  promotion  and  advertising  effectiveness. 
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7.  Other  Research  Needs 

a.  Developed  computer  based  (GIS)  data  on  rural  tourism 

b.  Conduct  importance/performance  studies  of  product 
quality  and  service 

c.  Identify  limits  of  acceptable  change,  in  rural  communities 

d.  Develop  techniques  and  procedures  to  measure  and 
monitor  these  changes. 

Of  major  importance  to  the  respondents  were  research  efforts  which  should 
address  how  to  determine  the  economic  impact  of  rural  tourism.  Specifically, 
this  kind  of  research  should  focus  on  the  economic  value  of  developing  rural 
tourism;  identifying  how  a  community  benefits  directly  and  indirectly  from  rural 
tourism  development;  developing  a  model  which  accurately  describes  and/or 
predicts  the  economic  impact  of  rural  tourism  development. 

The  second  type  of  research  suggested  by  the  respondents  was  the 
establishment  of  a  definition  of  rural  tourism.  Research  focusing  on  this  topic 
should  produce  an  understandable  and  useful  definition  of  what  constitutes  rural 
tourism.  Is  rural  tourism  the  result  of  traveling  a  specific  distance  in  miles  and/or 
visiting  a  rural  setting?  The  kind  of  research  suggested  here  are  projects  which 
identify  the  criteria  for  identifying  and  labeling  rural  tourism. 

Accompanying  the  establishment  of  research  designed  to  identify  an  operational 
definition  of  rural  tourism  is  an  emphasis  on  developing  ways  to  measure  and 
quantify  rural  tourism.  Should  traditional  measures  of  tourism  activity  such  as 
distance  traveled,  lodging  occupancy  rates,  and  average  expenditures  by 
visitors  be  used  as  measures  of  rural  tourism  activity?  Should  new  measures  be 
developed  which  more  accurately  represent  rural  tourism  activity?  What  should 
those  measures  be?  Are  those  measures  place  or  activity  dependent?  Does 
the  activity  pursued  or  the  place  visited  determine  rural  tourism? 

In  addition  to  the  useful  definition  of  rural  tourism,  the  respondents  indicated  that 
it  would  be  important  to  identify  the  role  of  government  in  rural  tourism 
development.  What  should  be  the  role  of  government  in  rural  tourism 
development?  At  what  level  of  government  (national,  regional,  state,  local) 
should  rural  tourism  development  be  initiated  or  stimulated?  What  government 
agencies  are  best  suited  to  assist  or  engage  in  rural  tourism  development? 
Generally,  the  establishment  of  a  definition  and  or  description  of  rural  tourism 
was  seen  as  a  crucial  research  need  by  the  survey  respondents. 

A  third  research  need  stated  by  the  respondents  was  the  identification  of 
measures  or  environmental  impact  resulting  from  rural  tourism  development. 
More  specifically,  the  kinds  of  research  proposed  by  the  respondents  included 
identifying  the  possible  environmental  impacts  resulting  from  tourism 
development  and  suggesting  the  policies  which  will  help  protect  the  resources 
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which  make  rural  tourism  possible,  The  resources  referred  to  by  the 
respondents  include  natural,  cultural,  economic,  and  human  resources. 
According  to  the  respondents,  the  research  question  relative  to  impact  is  what 
are  the  potential  impacts  of  rural  tourism  development  arui  what  policies  should 
be  implemented  during  the  eariy  stages  of  development  to  insure  the  protection 
of  the  resources  which  make  development  possible? 

Related  to  the  issue  of  the  impact  on  resources  is  the  question  of  eco-tourism. 
The  respondents  indicated  that  a  definition  of  eco-toruism  would  be  a  productive 
avenue  in  which  researchers  could  focus  their  efforts.  A  better  understanding  of 
the  concept  of  eco-tourism  would  facilitate  the  identification  of  the  resources 
which  need  to  be  protected  and  effectively  managed  to  insure  that  eco-tourism 
become  a  sustainable  tourism  product. 

A  fourth  area  in  which  research  should  be  focused  includes  a  t)etter 
understanding  of  rural  tourism  visitors.  This  includes  the  development  of 
demographic  and  psychographic  profiles  of  present  and  potential  rural  tourists. 
In  addition,  the  identification  of  consumer  motivations,  consumer  benefits,  rural 
tourism  market  segments,  and  origin-destination  data  will  be  important  to  the 
developers  and  marketers  of  rural  tourism  experiences.  Information  al>out 
present  and  future  visitors  (customers)  will  be  needed  for  the  development  of  the 
rural  tourism  product  and  marketing  the  product  in  an  increasingly  competitive 
marketplace. 

The  fifth  research  need  indicated  by  the  respondents  was  the  development  of 
techniques  and  procedures  for  determining  the  tourism  potential  for  rural  areas. 
Researchers  should  develop  and  test  procedures  for  assessing  the  potential  of 
rural  resources  to  support  tourism  and  examine  and  refine  community 
involvement  and  community  development  programs  which  will  be  an  integral  part 
of  tourism  development.  Furthermore,  the  contributions  and  role  of  regional 
tourism  development  organization  in  facilitating  rural  development  should  be 
investigated.  Such  an  investigation  should  focus  on  the  structure  and  programs 
which  have  produced  both  successful  and  unsuccessful  rural  tourism 
development. 

The  creation  of  a  sound  marketing  approach  for  rural  tourism  is  the  sixth 
research  need  identified  by  the  respondents.  The  identification  of  the  elements 
which  contribute  to  quality  tourism  products  and  the  marketing  of  that  product 
should  be  investigated.  Basic  data  on  consumer  (tourist)  behavior  and  the 
development  of  effective  and  simple  techniques  for  measuring  product  promotion 
effectiveness  should  be  developed.  An  understanding  of  the  importance  of 
quality  products  and  effective  promotion  and  how  they  relate  to  the  creation  of 
regional  marketing  strategies  is  also  an  important  research  topic. 
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The  seventh  research  need  indicated  by  the  respondents  was  titled  "Other" 
research  needs.  These  relate  to  the  way  in  which  research  results  (data)  are 
stored  and  used,  what  is  measured  ,  and  how  the  measures  are  used.  Computer 
based  Geographic  Infomnation  System  storage  and  analysis  of  exiting  and  future 
data  on  rural  tourism  will  provide  access  and  insight  into  rural  tourism  impact.  In 
addition,  studies  which  measure  longitudinal  changes  and  others  which  measure 
the  perceived  importance  and  perceived  quality  of  tourism  products  are  critical 
for  the  establishment  of  development  strategies  and  management  principles 
which  will  insure  the  provision  of  quality  tourism  experiences  (products).  These 
experiences  are  necessary  for  the  wise  use  of  natural  and  human  resources 
which  are  an  integral  part  of  tourism.  Should  rural  tourism  be  measured  the 
same  way  other  types  or  tourism  are  currently  being  measured? 

Question  Number  Four 

Question  four  in  the  survey  asked  the  respondents  to  describe  the  rural  tourism 
extension  and  technical  assistance  needs  which  they  felt  were  important.  The 
question  was  stated  as:  What,  in  your  opinion,  are  the  five  most  important 
extension  and  technical  assistance  needs  for  rural  tourism  development? 
Content  analysis  of  the  responses  produced  eight  major  categories  and  38  sub 
categories  of  extension  and  technical  assistance  needs.  The  categories  and 
sub  categories  are  shown  in  Table  4. 

Table  4:  Rural  Tourism  Development  Extension  and  Technical  Assistance  Needs 

1 .  Infrastructure/organization/network  development 

a.  cooperation 

b.  Develop  data  bases 

c.  information  clearing  house 

d.  public/private  interface 

e.  professional  network 

2.  Training  and  education 

a.  educate  local  leaders/elected  officials 

b.  train  front-line  employees 

c.  hospitality  training 

d.  'How  to*  seminars 

e.  marketing  skills 

f    tour  development  skills 

g.  research  skills 

h.  local  citizen  education 

3.  Facilitate  business  development 

a.  develop  business/management  plans 

b.  develop  marketing  plans 
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c.  develop  promotion  strategies 

d.  assist  with  feasibility  studies 

e.  market  identification 

f.  entrepreneurial  assistance 

g.  publicity  plans 

h.  facilitate  business  incubators 

4.  Industry  examples 

a.  demonstration  projects 

b.  case  studies 

5.  Provide  technical  assistance 

a.  focus  on  resource  assessment 

b.  identify  sources  of  technical  assistance 

c.  how  to  conduct  research 

6.  Funding 

a.  fundraising  techniques/strategies 

b.  grant  information 

c.  financing 

7.  Tourism  development 

a.  resource  identification,  enhancement,  promotion 

b.  site  planning  and  development 

c.  assessment  of  cultural  resources 

d.  tourism  route  development 

e.  information  (sign)  development 

8.  Research 

a.  demographics  of  visitors 

b.  how  to  do  research 

c.  market  identification 

d.  product  and  service  evaluation 

The  first  extension  and  technical  assistance  need  is  the  infrastructure, 
organization,  and  network  which  is  required  for  the  development  and 
maintenance  of  tourism.  The  respondents  indicated  that  there  is  a  need  to 
develop  programs  and  activities  which  encourage  and  facilitate  cooperation 
between  the  diverse  organizations,  agencies,  and  groups  which  comprise  the 
tourism  industry.  Such  cooperation  should  lead  to  a  network  of  tourism 
professionals  and  active  exchanges  between  public  and  private  elements  of  the 
industry.  Cooperation  would  also  add  support  to  the  development  of  an 
information  clearinghouse  on  rural  tourism  and  data  bases  which  represent  the 
impact,  value,  and  significance  of  tourism  as  an  industry. 
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The  ''scond  need  indicated  by  the  respondents  was  training  and  education.  The 
specific  kinds  of  training  and  technical  assistance  needed  for  rural  tourism 
development  efforts  include: 

a.  hospitality  training  for  all  employees  in  the  tourism  industry 

b.  marketing  skills  which  help  attract  the  kinds  of  visitors  you  want 

c.  skills  for  developing  and  packaging  tours 

d.  local  citizen  education  about  the  value  of  tourism 

e.  education  of  local  ofTicials  about  tourism 

f.  basic  research  skills  useful  for  assessing  the  success  of  development 

The  management  of  the  tourism  product  is  dependent  on  the  business  climate 
which  is  influenced  by  the  skills  and  abilities  of  managers.  The  survey 
respondents  indicated  that  the  facilitation  of  business  development  as  the  third 
extension  and  technical  assistance  need.  The  specific  skills  associated  with 
business  development  should  be  provided  through  extension  and  technical 
assistance  activities  including: 

a.  How  to  develop  a  business  plan. 

b.  How  to  develop  a  marketing  plan 

c.  How  to  develop  promotion  strategies 

d.  How  to  conduct  feasibility  studies 

e.  How  to  develop  and  implement  publicity  plans 

f.  How  to  identify  specific  markets 

g.  How  to  acquire  funding  and  financial  assistance  for  a  tourism  business 
h.  How  to  start  and  use  business  incubators  for  tourism  development 

The  fourth  extension  and  technical  assistance  need  described  by  the 
respondents  was  a  need  for  industry  examples  of  successful  rural  tourism 
development.    The  respondents  indicated  that  demonstration  projects  and  case 
studies  of  rural  tourism  initiatives  would  be  extremely  useful  in  their  efforts  to 
help  or  facilitate  rural  tourism  development.  The  projects  and  case  studies 
provide  evidence  of  the  techniques  and  ideas  which  have  been  used  in  rural 
communities.  This  evidence  will  serve  as  encouragement  to  others  who  are 
trying  to  develop  rural  tourism. 

The  sixth  extension  and  technical  assistance  need  indicated  listed  by  the 
respondents  was  general  tourism  development.  Programs  and  materials  which 
focus  on  site  planning  and  development  are  aucial  to  his  need.  The  methods  or 
techniques  applied  to  resource  identification,  resource  enhancement  and 
protection  are  also  important  skills  to  be  used  by  those  who  will  be  engaged  in 
rural  tourism  development.  Also  critical  to  the  development  process  are  the 
techniques  for  assessing  cultural  resources,  developing  tour  routes,  and  the  I 

creation  of  an  adequate  information  and  sign  system  to  meet  the  needs  of  ! 

tourists.  These  planning  and  development  skills  need  to  be  provided  through 
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technical  assistance  activities  or  through  technical  assistance  programs 
conducted  at  the  local  community  level. 

The  last  extension  and  technical  assistance  need  descritjed  by  the  survey 
respondents  focused  on  the  value  of  research  as  a  management  tool,  designed 
to  help  tourism  developers  to  effectively  and  efficiently  use  their  resources  to 
understand  the  tounsm  product  and  their  customers.  Research  which  provides 
more  information  about  tourist  demographics  and  rural  tounsm  markets  is 
needed.  Similarly,  the  continuous  assessment  and  evaluation  of  the  rural 
tourism  product  will  be  needed  to  insure  that  the  tourists  expectations  are  being 
met.  In  addition,  teaching  the  managers  of  tourism  enterprises  and  service 
agencies  how  to  conduct  simple  but  useful  research  will  help  them  to  provide  a 
better  product  which  meets  the  needs  and  expectations  of  visitors. 

Question  Number  Five 

The  fifth  question  on  the  survey  was  designed  to  identify  conference  topics 
which  would  be  valuable  to  the  respondents.  The  respondents  were  asked  to  list 
up  to  five  topics  which  they  felt  should  be  included  in  a  rural  tourism  conference 
to  be  scheduled  later  in  the  year.  Content  analysis  of  the  responses  resulted  in 
more  than  1 8  topics,  many  of  which  were  quite  similar  to  the  responses  provided 
to  the  previous  three  questions  in  the  questionnaire.  The  topic  listed  by  the 
greatest  number  of  people  was  attraction  development  (10.6%).  Specifically,  the 
respondents  were  interested  in  workshops  or  seminars  on  how  to  develop  a 
tourism  attraction.  Identification  of  the  resources  necessary  for  the  development 
and  management  of  an  attraction  represent  the  central  theme  of  this  response. 
Specifics  on  the  development  of  marketing  plans  was  third  on  the  list  (7.0%) 
followed  by  the  assessment  of  rural  tourism  potential  (6.3%),  cooperative  and 
regional  programs  (6.3%),  business  plans  (4.9%),  general  tourism  planning 
(4.9%).  and  the  examining  packaging  of  tours  (4.9%). 

Table  5:  Rural  Tourism  Development  Conference  Topic  Suggestions 

Topic  Percent 

Attraction  Development  10.6 

Data  Sources/Research  Trends  9.6 

Marketing  Plans  7.0 

Assessment/Evaluation  of  Potential  6.3 

Cooperative  Programs/Regional  6.3 

Business  Plans  4.9 

Tourism  Planning  4.9 

ToursTTour  Packagir>g  4.9 

EcorK)mic  Impact  3.5 
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Table  5:  Rural  Tourism  Development  Conference  Topic  Suggestions  (continued) 


Promotion/Advertising 

3.5 

Local  Education/Attitudes 

3.5 

Leadership  Training 

2.8 

Impacts  Monitoring 

2.8 

Financing  Tourism 

2.8 

Case  Studies 

2.1 

Infrastructure  Development 

2.1 

Rural  Tourism  Policy 

2.1 

Other 

20.4 

Total 

100.0% 

Question  Number  Six 

The  sixth  question  on  the  survey  asked  the  respondents  to  list  any  other 
suggestions  or  ideas  they  might  have  relative  to  research,  extension,  and 
technical  assistance  programs  for  the  next  10  years.  The  content  analysis  of  the 
suggestions  produced  the  foilovi^ing  general  recommendations: 

•  Identify  sources  of  financial  assistance  for  rural  tourism  development. 

•  Produce  a  make  available  case  studies  of  njrai  tourism  development. 

•  Emphasize  regional  cooperation  and  planning  in  all  programs. 

•  Develop  a  "Guide  Book"  on  tourism  development  for  rural  communities. 

•  Focus  on  "Real  America"  in  rural  tourism  development. 

•  Link  the  results  of  this  project  to  the  National  Rural  Tourism  Project. 

Discussion 

Numerous  extension,  outreach,  and  research  programs  have  evolved  to  address  the 
need  for  technical  assistance  to  rural  communities  wishing  to  purse  a  tourism 
development  strategy.  To  date,  there  has  been  little  coordination  of  these 
programs.  Concern  over  possible  duplication  of  effort  and  lack  of  synergism  has,  In 
the  recent  past  resulted  in  the  establishment  of  a  national  rural  tourism  and  small 
business  assessment  programs  funded  by  the  US.  Department  of  Commerce. 

The  Delphi  results  reported  here  provide  evidence  that  there  are  both  similar 
and  unique  needs  relative  to  rural  tourism  development  in  the  various  regions  of 
the  country.  It  is  also  clear  that  there  is  a  need  for  a  clearinghouse  of  at  least  a 
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mechanism  for  making  information  and  techniques  or  development  available  to 
those  vktio  need  them.  It  would  appear  that  the  Cooperative  Extension  network 
is  the  most  logical  way  to  accomplish  the  information  transfer,  however,  the 
pattern  of  extension  programs  and  needs  identified  in  this  study  suggest  that  the 
programs,  projects,  and  products  associated  with  rural  tourism  are  diverse, 
unevenly  distributed  aaoss  the  nation,  and  are  somewhat  different  from  the 
traditional  products  and  programs  emphasized  by  extension. 

This  perception  may  be  the  result  of  the  self  selection  of  Delphi  participants, 
however,  the  needs  identified  by  the  participants  were  diverse.  The  needs  also 
range  from  basic  development  skills  like  conducting  a  resource  inventory  to  the 
establishment  of  a  business  incubator  for  the  small  businesses  associated  with 
rural  tourism  development.  Research  needs  range  from  how  to  measure  and 
determine  economic  impact  to  the  assessment  of  a  quality  rural  tourism  product. 
Extension  and  technical  assistance  needs  range  from  a  infrastructure  and 
organizational  issues  to  fundraising  and  the  acquisition  of  financial  resources 
necessary  to  undenvrite  development.  A  review  of  the  answers  to  the  questions 
also  reveals  that  many  of  the  needs  listed  by  the  respondents  are  not  mutually 
exclusive.  Planning  and  development  issues  are  identified  as  important  under 
extension  and  technical  assistance  and  also  under  research.  This  would 
suggest  that  there  is  a  recognition  among  the  respondents  that  technical 
assistance,  research,  and  development  skills  are  inter-dependent.  Each  of  the 
activities  influence  or  have  a  significant  impact  on  the  other  and  for  rural  tourism 
development  to  occur  all  must  be  included  in  a  development  strategy. 

Priorities 

A  review  of  the  Delphi  results  as  presented  above  lead  to  the  following 
conclusions  about  progams  and  program  priorities  for  rural  tourism  development. 

1 .  Many  of  the  respondents  participated  in  or  conducted  rural  tourism  programs 
in  the  form  of  workshops,  planning  activities,  and  evaluative  research  during  the 
past  two  years.  Workshops  or  seminars  appear  to  be  the  predominant  format  for 
these  programs. 

2.  The  research  need  identified  by  the  respondents  as  most  important  is  in  the 
area  of  economic  impact.  Additionally  important  is  the  identification  of  the 
benefits  of  rural  tourism,  the  development  of  a  definition  of  rural  tourism,  and  the 
measurement  of  rural  tourism.  The  potential  return  on  investment  seems  to  be 
the  critical  question  implied  in  the  respondents  suggestions. 

3.  The  most  important  extension  an  technical  assistance  need  is  in  the 
development  of  an  industry  infrastnjcture  and  cooperative  relationships  between 
the  various  elements  of  the  industry.  Also,  a  significant  need  is  to  provide 
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training  in  how  to  operate  a  tourism  business  and  to  educate  all  people  about 
the  value  of  tourism  as  a  development  tool. 

4.  The  most  important  topics  which  should  be  addressed  in  future  rural 
conferences  include:  attraction  development,  resource  identification,  and 
marketing  plan  development.  The  basic  building  blocks  of  development  and 
planning  were  identified  as  crucial  in  the  tourism  development  scenario. 

Rural  Tourism  Conference 

The  priorities  described  above  were  incorporated  into  a  conference  on  rural 
tourism  development  which  was  scheduled  for  June  24-25,  1992  at  The 
McKimmon  Center  on  the  campus  of  North  Carolina  State  University. 
(A  copy  of  the  programs  are  shown  in  Appendix  D.)  Changes  in  the  economy 
made  it  difficult  for  many  of  the  possible  participants  to  register  for  the 
conference.  Because  of  low  registration  the  conference  was  canceled.  It  was 
rescheduled  for      December  1992.  Registration  for  this  conference  was  also 
low  and  therefore  it  was  canceled. 

The  programs  and  activities  which  were  to  be  held  at  the  conference  would  have 
helped  in  reaching  one  of  the  research  goals  of  this  projects,  v^tiich  was  to  have 
conference  participants  review  the  results  of  the  Delphi  and  act  as  a  task  force 
to  confirm  results  of  the  Delphi  or  identify  new  program  priorities  for  tourism 
extension  and  research.  In  lieu  of  the  conferences,  the  director  of  the  Southern 
Rural  Development  Center  and  the  project's  principal  investigator  agreed  to 
cover  the  costs  of  publishing  a  new  tourism  and  community  development  manual 
which  was  developed  by  Dr.  Thomas  Potts  at  Clemson  University.  A  similar 
manual  or  program  priority  list  would  have  resulted  from  the  interaction  of 
conference  participants.  The  manual  will  be  distributed  through  Dr.  Potts  and  the 
Department  of  Parks,  Recreation  and  Tourim  Management  at  Clemson 
University.   It  will  be  available  to  individuals  interested  in  rural  tourism 
development,  upon  request. 

Conclusions 

The  results  of  the  Delphi  clearly  show  that  there  is  a  substantial  number  of 
activities  and  program  initiatives  on  rural  tourism  in  the  Southeast  and  the 
nation.  There  appears  to  be  many  similar  programs  or  efforts  occurring  in 
different  parts  of  the  country.  This  would  suggest  that  it  might  be  appropriate  to 
establish  a  national  or  regional  clearinghouse  for  information  about  these 
programs.  Units  performing  this  function  should  probably  have  a  regional  focus 
and  should  have  experience  in  community  or  economic  development  in  rural 
areas.  The  extension,  technical  assistance,  and  research  activities  that  will  be 
necessary  to  support  rural  tourism  development  could  be  accomplished  through 
cooperation  or  rural  development  agencies,  economic  development  agencies, 
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and  the  Cooperative  Extension  Service.  The  service  is  already  an  integral  part 
of  the  regional  and  local  networks  which  play  an  integral  role  in  any  economic 
development  effort.  The  regional  economic  or  rural  development  agencies  can 
function  as  a  clearinghouse  for  information  and  for  funding  research  while  the 
existing  extension  network  can  assist  the  local  communities  in  developing  the 
knowledge  and  skills  necessary  to  insure  successful  development  or  at  least 
make  wise  choices  at)out  the  development  of  their  resources.  The  development 
of  partnerships,  cooperative  programs  will  t>e  necessary  for  rural  tourism 
programs  to  be  successful.  It  will  be  the  responsibility  of  all  of  the  partners  to 
work  toward  developing  the  common  goal  or  vision  which  will  make  rural  tourism 
a  viable  development  strategy. 
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and  Technical  Assistance  Questionnaire 
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Appendix  B  -  List  of  Rural  Tourism  Delphi  Participants 
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Appendix  C  -  Rural  Tourism  Questionnaire  Verbatim  Responses 
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Rural  Tourism  Project 

Total  Surveys  Received:  105 

Total  Mailed  Out:  258 


Question  Number  One:  Identify  up  to  five  people  that  you  feel  we  should 
contact.  An  important  part  of  theis  project  is  to  identify  the  network  of  individuals 
involved  in  rural  tourism. 

A  list  of  258  individual  was  the  result  of  this  question.  Each  of  these  people 
were  sent  a  copy  of  the  survey  and  aksed  to  respond.  The  responses  to  each  of 
the  questionas  were  content  analyzed  and  are  summarized  in  the  report. 
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QUESTION  NUMBER  TWO:     Rural  Tourism  Projects  conducted 

during  the  last  two  years  (1989-1991): 
(Code  #  after  each  item  corresponds  to 
survey  #) 

1.  SRDC  PUB.  #133,  "Measuring  Leadership  Perception  of 
Recreation  &  Tourism  Dev't.  in  Rural  Coastal  Areas.'  (41) 

2.  Series  of  Tourism  Assessments  of  Rural  LA  Parishes, 
organized  through  LSU  Sea  Grant  (41) 

3.  Currently  researching  and  writing  an  annotated  bibliography 
on  rural  tourism.  It  will  focus  on  theoretical  writings  and  on 
measuring  economic  and  other  impacts  of  tourism  on  local 
areas.  (19) 

4.  Wisconsin  B  &  B  Enterprise  Study,  Wisconsin  Campground 
Workshop/Short  Course  Counseling  Program.  (15) 

5.  Recreation  Tourism  in  Winston  County,  Alabama:  A  Feasibility 
Analysis  (Also  Lawrence  County,  Lownders  County  &  Cleyburne 
County).  (23) 

6.  Tourism  Planning,  Searcy  County.  Hospitality  Training.  (32) 

7.  Developing  a  rural  tourism  technical  assistance  program  with 
extension  and  Department  of  Parks  &  Tourism.  Conducted 
needs  assessment  interviews  with  rural  development  planning 
committees  around  the  state.  (82) 

8.  There  have  been  three  rural  tourism  symposiums.  (66) 

9.  Plans  for  ten  towns;  four  self-help  publications,  twelve 
tourism  seminars,  six  private  business  starts,  one  new 
welcome  center,  two  research  projects.  (87) 

10.  Economic  impact  studies  of  rural  events,  ski  area  market 
demand  analysis,  coastal  tourism.  (12) 

1 1 .  Currently  placing  landscape  architects  at  USDA,  Resource 
Conservation  &  Dev't.,  area  offices  to  assist  RC&D  Councils 
carry  out  local  planning,  design  objectives  and  priorities.  Also 
utilizing  computer  assisted  image  processing  in  these 
locations  to  develop  image  simulations  of  planning/  design 
alternatives  and  to  better  communicate  to  local  council 
members  and  residents.  (96) 

12.  Eight  multi-state  B&B  workshops:  co-authored  "The  Bed  and 
Breakfast  Business  Plan",  which  is  a  north  central  regional 
publication.  Re-wrote  "Planning  for  Community  Special 
Events",  a  north  central  regional  publication.  Prepared  a 
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tourism  plan  for  Kampsville,  IL  area.  Seven  tourist  awareness 
workshops,  five  hospitality  training  workshops.   (18) 

13.  See  enclosed  publication  list.  (56) 

14.  LA  Open  House,  RC&D  Council,  13  Parish  Tourism  Council, 
Scenic  Byway  Co-Chairman    (60) 

15.  Coordinated  the  "Western  Corridor"  consortium  promoting 
tourism  along  US  Hwy  171  in  the  western  parishes  (counties) 
of  LA.  These  are  encompassing  the  area  and  are  distributing  it 
nationally.  We  also  placed  a  coop.  1/2  page  ad  in  the  last  three 
issues  of  Woodall's  Camping  Directory.  Am  currently 
coordinator  for  a  4-parish  district  promoting   rural  tourism  as 
part  of  the  LSU  Sea  Grant  project.  (Beauregard  Tourist 
Commission). 

16.  Dr.  David  Edgell  submitted  several  enclosures.  (26) 

17.  Rapid  appraisals  in  rural  parishes;  workshops  to  identify 
technical  assistance  needs;  Demonstration  project  in  Cameron 
Parish  -  Tourism  Marketing.  (36) 

18.  Assisting  in  the  establishment  of  regional  tourism 
associations.  Increasing  public  awareness  concerning  the 
potential  of  tourism  as  a  means  of  economic  development. 
Assisting  communities   in   identifying  and  marketing  tourism 
potential.    (14) 

19.  Currently  involved  in  a  $30,000  project  to  provide  technical 
assistance  to  three  rural  development  areas  in  Wisconsin. 
Assistance  includes  training,  organizational  dev't.,  assessment 
of  potential,  use  of  tax  reserves  for  tourism  development, 
marketing  and  promotion.  (46) 

20.  "Strategic  Planning  for  Tourism  Development  in  Rural  Coastal 
Communities.'  In  second  review  process  of  grant  application 
with  the  Nat'l.  Coastal  Resource  Dev't.  Institution.  (07) 

21 .  Each  year  a  Nebraska  travel  industry  conference  is  held  at  a 
location  in  the  State  that  is  rotated  around  from  year  to  year. 
The  conference  is  used  as  a  forum,  for  presenting  state-wide 
tourism  research,  exchanging  information  among  different 
industry  segments,  and  advising  businesses  and  communities 
on  marketing,  hospitality  training,  events  development,  doing 
local  research  and  other  topics.  The  Dept.  of  Ec.  Dev't.  has  also 
launched  tourism  assessment  resource/growth  evaluation 
team  (Target)  program  which  advises  4-5  counties  in  Nebraska 
each  year  in  some  detail  on  developing  their  tourism  potential 
and  taking  advantage  of  available  opportunities.  (17) 

22.  County  extension  meetings  on  B  &  B,  fee  hunting  and  craft 
marketing.  Extension  meetings  on  marketing  a 
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community/county  as  a  destination.  Regional  meetings  on 
tourism  development  opportunities  (84) 

23.  Economic  impact  of  special  events  .  Assessing  tourism 
potential  in  rural  areas.  Chamber  of  Commerce  as  a  tourism 
development  and  promotion  organization.  Hospitality  as  a 
marketing  strategy.  National  Rural  Policy  Study.  (107) 

24.  County  agent  training  in  1988,  apx.  60  agents.  County  agent 
training  scheduled  for  Mar.  91.  This  will  include  current 
tourism  data  for  each    county  plus  step  by  step  approach  to 
developing  a  local  tourism  plan.      (34) 

25.  Aided  New  England  Communities  in  Tourism  Planning  and 
Marketing   projects   (52) 

26.  I  have  chaired  the  Capital  RC&D  Tourism  Council  for  the  last 
two  years.  The  primary  project  for  our  council  has  been  the 
LA.  Scenic  Byways.  We  have  been  sanctioned  by  the  LA 
Legislature  as  a  pilot    project  for  the  State.  (Pointe  Coupee 
Parish) 

27.  In  January  of  1990,  I  was  a  consultant  to  the  Nat'l.  Coastal 
Resources    and  Research  Dev't.  Institute,  based  in  Newport, 
Oregon,  for  the  development  of  a  rural  cruise  ship  industry.  I 
was  asked  because  of    my  experience  with  cruise  ships  rather 
than  for  rural  tourism.  (78) 

28.  Louisiana  Open  House  consisting  of  four  core  programs: 
Reunions,  Cultural  Exchanges,  Storytelling,  and  Retirement 
Industry  Inducement.  Assessment  Teams  for  Rural  Tourism. 
Community  Rural  Tourism  Development  Study.  (60) 

29.  State  of  TN  selected  as  one  of  four  states  in  country  by  the 
Nat'l.  Trust  for  Historic  Preservation  to  participate  in  a  3  year 
heritage  tourism  initiative.   (Sent  a  letter  which  goes  into 
depth  on  their  participation.) 

30.  We  have  done  a  bayou  drive  of  72  miles  in  order  for  tourists  to 
explore  the  several  rural  communities  of  Chauvin,  Dulac  and 
Theriot  (LA),  which  are  below  Houma. 

31.  Organized  the  Nat'l.  Policy  Symposium  on  "Enhancing  Rural 
Economics  through  Amenity  Resource"  held  at  Penn  State 

in  May,  '90.    Session  was  to  provide  info,  for  use  of  congress 
in  consideration  of  1990  Farm  Bill  and  Rural  Development 
legislation. (177) 

32.  Report  at  the  Federal  Task  Force  on  Rural  Tourism  Policy, 
Sept.  '89,  USTTA  &  Tourism  Policy  Council.  Rural  Tourism 
Enterprise  Zones,  same  audience,  Dec.  '90.  (186) 

33.  Numerous  image-processing  videos  to  provide  conceptual 
design  on  recreation.(117) 
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34.  Replicated  &  Expanded  Rick  Purdue's  '83  Nebrasl<a  Survey  in 
the  Summer  of  '89.  (154) 

35.  Several  regional  tourism  plans  for  various  parts  of  the 
province;  site  concept  and  master  plans  for  ski  resort  and 
natural  development  heritage  development;  policy  planning  for 
highway  signage. (92) 

36.  Over  the  past  two  years  we  have  begun  seminars  on  B  &  B's 
and  farm  vacations(71 ) 

37.  Project  manager  for  the  Nat'l.  Trust  for  Hist.  Pres.  Heritage 
Tourism  Initiative,  Pilot  Area:  Bedford,  Moore,  Coffee 
Counties,  Tennessee(127) 

38.  Assisted  rural  county  with  marketing  research  project; 
provided  seminar  on  evaluating  usefulness  of  secondary 
research;  performed  evaluations  of  several  local  tourism 
organizations,   programs.   (134) 

39.  Developed  the  Alabama  Rural  Heritage  Center,  Thomaston,  AL 
as  a  place  to  preserve,  and  present  aspects  of  rural  life  in 
Alabama,  and  "Small  Town,  USA"  (148) 

40.  Appalachian  Regional  Research  Project,  by  Appalachian 
Tourism  Research  and  Devt.  Center.     Hospitality  Training  for 
travel    industry. (158) 

41.  Helped  with  SBA  Tourism  seminar  market  study.  Historical 
Study  and  nomination  to  Nat'l.  Register.    Attended  many 
tourism  conferences  and  seminars  on  the  program  at 

TN  Tombighee  Waterway  Tourism  Conference. (8/Copy) 

42.  Coordinated  development  of  the  Western  Corridor  Consortium, 
it  includes  six  local  tourism/convention  bureaus  and  the 
Sabine  River  Authority,  all  in  Western  LA.    We  produced  a 
regional  brochure,  undertook  some  nat'l.  advertising  and  have 
undertaken  nat'l.  distribution  of  our  brochure.     Have  worked 
with  leaders  in  an  adjacent  parish  to  encourage  setting  up  a 
tourism  commission  there.     Joined  with  two  other 
cvbs/tourism  bureaus  to  set  up  a  southwest  LA  tourism 
consortium.    (130) 

43.  Staff  development  force,  market  analysis  for  Western  VA, 
Directory  of  Tourism  for  the  Blue  Ridge  Section  of  VA;  Tourism 
training  for  state  chamber  of  commerce  directors.   (73) 

44.  Alabama  Bureau  of  Tourism  and  Travel  Economic  Impact  study 
by  Davidson  Peterson  &  Assoc.(144) 

45.  We  have  not  conducted  any  type  of  research  in  last  two  years. 
(184) 

46.  Researched  feasibility  of  operating  a  B  &  B  or  hunting  lodge  in 
south  east  Kansas,  Lynn  County.    Also  started  but  couldn't 
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finish  a  civil  war  battle  site  landscape  restoration  and 
Interpretation   center.   (120) 

47.  Convened  conference    to  train  managers  of  public  lands, 
historic  sites  and  small  tourism  related  businesses-  (140) 

48.  We  have  worked  on  the  development  and  expansion  of  a  scenic 
by  ways  system  in  SW  Iowa.   We  have  also  helped  develop  a 
tourism  marketing  organization  for  a  two  county  area.  (121) 

49.  Assisted  with  tourism  managment  infor.  systems  on  infor. 
gathering/processing   system.   (123) 

50.  We  have  three  projects  which  may  be  of  interest.    First,  a  27 
county  regional  development  program  which  has  utilized 
leadership  analysis  techniques,  bus  tour  group  leader  education 
(and  related  community  social  dynamics  procedures),  a 
regional  resource  evaluation  and  planning  study  by  a 
consulting  firm,  dramatic  improvement  in  tourism  investor  and 
operator  confidence,  large  and  small  new  business 
developments,  and  a  number  of  other  CD  and  leadership 
development  techniques  including  important  support  by  the 
district  congressman.     Second,  using  program  procedures 
initially  developed  by  extension  specialists  from  Purdue 
University  and  the  University  of  Illinois  and  then  re-designed 
for  KY  circumstances,  we  launched  a  statewide  series  of 
business  education  workshops  designed  to  make  entrepreneurs 
aware  of  opportunities  in  the  B  &  B  industry.    In 
approximately  one  year,  it  is  estimated  more  than  150  new 
business  start-ups  have  occurred.    Third,  we  have  developed  a 
community  tourism  presentation  procedure  which  has  enjoyed 
marked  success  in  a  number  of  small  rural  community/county 
settings.     It  utilizes  several  procedures  intended  to  help 
generate  receptivity  among  community  leaders  and  to 
initialize  project  actions  appropriate  to   rural  communities. 
(99) 

51 .  (See  background  infor.  on  Robert  C.  Ellsworth)    In  addition  I 
have  had  the  unique  experience  of  observing  'up  close  and 
personal"  the  demise  of  three  local  (northern  MN)  attractions. 
One  I  served  briefly  as  Marketing  consultant.    Of  secondary 
interest  is  Green  Hill   Farms,  our  family  owned  jam-jelly 
and  syrup  processing  facility  which  has  operated  "on  farm" 
since  1982.    Our  primary  market  is  MN  and  direct  mail 
nationwide.  (Submitted  by  Bob  Ellsworth,  no  survey  #) 

52.  Assistance  in  drawing  up  health  guidelines  for  farm 
vacations.  Tourism  strategies  for  Southeast  Saskatchewan, 
Saskatchewan,  and  "The  Heart  of  Canada's  Old  Northwest." 
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A  non-resident  pleasure  travel  marketing  plan  for 
Saskatchewan,  (submitted  by  Dave  Stwardson/copy  of  survey 
#4  ) 

53.  See  Rural  Recreation  and  Tourism  Report  submitted  by  Center 
for  Rec.  and  Tourism  DevtVBoulder,  Colorado.    Developed  state- 
wide hospitality  training  program.     (137) 

54.  Projected  impact  of  MKT  Trail  in  Missouri.     Evaluation  of 
Tourism's  potential   in  community  development  for  midwestern 
communities. 

55.  Natural  Resources  Program  conducts  and  provides  programs  on 
wildlife  and  scenic  areas  for  state  parks.     Provides 
publications  on  birds,  etc.  to  promote  ecotourism.  (89) 

56.  Economic  Development/Tourism  tour  to  Colorado  and  New 
Mexico  involving  representatives  from  5  GA  counties,  2  NC 
counties,  and  1  TN.  UGGA  EXT  TVA  Forest  service.  (161) 

57.  We  have  developed  a  video  based  training  program  for 
businesses  to  help  in  developing  a  comprehensive  quality 
assurance  program.    We  have  compile  a  600+  page  statistical 
abstract  of  travel  and  tourism  for  our  State.     This  provides  key 
data  for  feasibility  analyses,  planning,  policy,  etc.   (256) 

58.  Tourism  assessment  of  rural  county  and  recommmendations 
for  economic  development  corporation.     Currently  assessing 
economic  impact  of  America's  Industrial  Heritage  project  on 
nine-county  region.    Have  two  proposals  pending  to  look  at 
tourism's  role  in  rural  economics.  (29) 

59.  Industry  survey,  Dec.  '89.     Developing  survey  at  present  in 
cooperation  with  other  paddle  sport  associations. (195) 

60.  Assisted  in  the  organization  of  the  Appalachian  Gateway  Acco. 
Inc.  in  1988.     The  organization  promotes  tourism  and  historic 
preservation  along  a  50  mile  reach  of  the  new  4-Lane  highway 
through  Pickens  Glemer  and  2  other  counties.    (238) 

61 .  Bed  and  Breakfast  Development  workshops,  B  &  B  Survey,  B&  B 
development  manual,  several  spatial  research  profiles.  (62) 

62.  I  have  looked  at  average  wages  in  tourist-related  industries 
(hotel/motel,  eating,  and  drinking,   misc.  amusement,  botanical 
gardens,  and  zoos)  as  part  of  larger  studies  of  wage  changes 
during  the  1980's. 

63.  Worcester-Somerset  Counties  Heritage  Tourism  Seminar 
June  5,  1990.     Identifying  resources  and  exploring  the 
application  of  heritage  tourism  on  the  lower  eastern  shore  of 
Maryland.  (183) 

64.  Bed  and  Breakfast  Workshops,  Tourism  Awareness  Workshops, 
Hopitality  Training  Workshops,  Festivals  &  Special  Event 
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Workshops,  Tourism  Studies  in  Rural  Areas.  Small  Business 
Contacts  (21). 

65.  Worked  on  Heritage  Touris  Initiative  pilot  project.  Eight  pilot 
sights.  4  in  TN,  4  in  Wl.  (125) 

66.  Have  worked  on  feasibility  student  for  development  of  Little 
Shepherd  Trail  in  Harlan  County,  KY;  Working  on  regional 
tourism  planning,  development  and  marketing  along  KY's  1-75 
corridor  (south)   (136) 

67.  Historic  southern   Indiana  Heritage  Tourism  Initiative, 
sponsored  by  the  Nat'l.  Trust  for  Historic  Preservation..  Dothan 
Alabama  Downtown  Charette  team  Study.  (143) 

68.  Nat'l.  tourism  development  project;  National  Tourism 
Workshop.  Annual  Festivals  and  Event  Conference.  F  &  E 
short  cause  and  updated  F  &  E  workbook.    B  &  B  Conference 
and  research.    Series  of  research  notes  and  research  program 
(160) 

69.  Downhome  dollars,  a  video  workbook  package  to  increase 
awareness  of  tourism's  potential  economic  in  rural  areas. 
Hospitality   training    program. (210) 

70.  We  are  currently  involved  and  participating  in  a  Heritage 
Tourism  Program;  We  are  In  one  of  the  three  counties 
selected  as  a  pilot  area.    There  are  16  in  the  U.S.    Through  this 
program  we  are  pulling  our  three  counties  together  and 
attempting  to  make  It  a  destination  for  tourists. (21 5) 

71.  Wrote  paper  on  research  issues  associated  with  public  use 
of  private  land  for  recreation. (21 9) 

72.  Participated  In  the  historic  survey     of  two  districts  in  Selma. 
Responsible  for  the  historic  survey  project  of  the  Cahaba 
Trace  Commission  which  is  surveying  the  eleven  rural  Alabama 
Counties  which  comprise  the  Trace.    Assist  with  arts  and 
crafts  shows  In  Selma  and  in  Thomaston.    Helped  establish  the 
Alabama  Rural  Heritage  Foundation  and  Center  in  Thomaston. 
(225) 

73.  Project  SOLD,  youth  training  program.     Extensive  training  on 
communication  skills,  salesmanship  skiklls,  and  knowledge  of 
the  community  and  county.    It  is  a  package  program  setup  to 
be  delivered  to  highschool  students  in  the  classroom. 
Participants  are  certified  as  hospitality  ambassadors  at 
completion.    (247) 

74.  Collected  statistics  from  members  of  Saskatchewan  Country 
Vacation  Association.    Cooperated  with  LA  branch  on  research 
into  marketing.   (249) 

75.  I  conduct  workshops  for  coordinators  in  the  Midwest. 
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Recreation  and  Tourism  has  been  included.  (199) 

76.  Tennesee  Century  Farms  project,  especially  traveling  exhibit 
which  went  to  20  TN  communities.    Assistance  to  Green  County 
Historical  Trust  in  producing  brochure  about  the  County's 
century  farms.  (218) 

77.  Northeast  TN  was  one  of  four  areas  in  TN  selected  to 
participate  in  a  3-year  pilot  program  with  the  National  Trust. 
This  program  is  to  bring  attention  to  tourist  attractions  which 
are  historically  significant  and  show  cause  why  these  sites 
should  be  preserved.    The  third  year  of  this  program  will  be 
completed  in  1993.  (202) 

78.  Participated  in  Tourism  and  Craft  Marketing  tri-state  (lA,  NE, 
MN)  research/extension  project.  (Funded  by  North  Central 
Rural   Development  Association)  (201) 

79.  Three  focus  group  studies  for  Ozark  National  Forest  -non 
traditional   recreation   users.   (172) 

80.  Various  feasibility  studies  for  specific  projects.      Discussions 
about  tourism  as  a  part  of  community  economic  development. 
(77) 

81.  Themed  regions  consultation  process.    (This  has  been  a  two 
year  project  which  is  near  completion.)  (16.) 

82.  Contact  Tom  Young  (250) 

QUESTION  NUMBER  THREE:    Five  most  important  research  needs. 

1.         Determine  the  economic  impact  of  rural  tourism. 
-Translate  to  layman's  terms 

-  Need  accurate  data 

-  Secondary  economic  impact  of  different  types  of 

tourism 

-  What  are  management  costs  and  returns 

-  Bridge  data  collected  at  state  level  to  local  level 

-  How  to  track 

-  Develop  a  program  to  monitor  attendance  and 

occupancy,  gauge  progress 

-  Develop  a  model  into  which  secondary  data  can  be 

entered  to  determine  special  event  economic  impact 

-  What  is  revenue  potential? 

-  Baseline  studies  concerning   established/existing 

facilities. 

-  Standards  of  Measurement 

-  Long  term  tracking  formats  &  implementation 

-  Low  cost/low  involvement  methodology  for  economic 
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assessment  of  tourism 

-  Establish  centralized,  easy  access  information  base  to 

see  how  it  was  done  elsewhere. 

-  Establish  information  management  systems  which  will 

allow  for  marketing  research  (like  MSU  System) 

-  Need  for  pricing  data 

-  We  need  a  national  travel  census,  this  is  fundamental 

to  most  everything  else  we  might  want  to  do. 

-  Who  really  benefits  from  rural  tourism?  Average  wages 

are  very  low  for  workers.  Are  states/local  areas 
earning  high  tax  dollars.  What  kind  of  income  are 
proprietors  earning? 

-  How  to  accurately  evaluate  the  total  impact  of  tourism 
on  the  economy. 

-  Tracking   effectiveness 

-  How  is  tourism  marketing  financed 

-Why  the  lack  of  private  sector  financial  involvement, 

and  how  to  solve  it. 
-How  to  add  economic  diversification  to  a  community 

through  tourism. 
-What  is  the  value  of  tourism  to  rural  economic 

development? 
•Developing  a  viable,  programmed  fundraising/office 
strategy. 

-  Quantifying   distributional   impacts. 

-  Non-commodity  resource  valuation. 

Determine  a  clear  definition  of  Rural  Tourism 

-  What  constitutes  rural  tourism? 

-  Where  does  rural  tourism  rank  in  the  overall 

tourism  industry,  is  it  becoming  more  popular? 

-  Understand  policy  barriers  which  inhibit  travel  & 

tourism  dev't.  in  rural  regions 

-  Product  market-match  to  identify  opportunities 

-  How  do  you  quantify  rural  tourism? 

-  Do  we  need  national  tourism  polk:y? 

-  determination  of  reasonable  mix  of  tourism  businesses 
for  an  area 

-  Identification  of  primary,  secondary  and  tertiary 
businesses 

-Legal  liability  laws  for  private  lands 
-How  the  President's  initiative  on  rural  America  can 
benefit  tourism/recreation 
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-  Determine  policy  initiatives  that  will  encourage 

and  manage  tourism  development 
-Identify  and  assess  viable  projects 
-What  is  the  role  of  government  in  Rural  Tourism  Devt.? 
-Community  involvement  &  recognition  of  tourism  as  a 

business. 
-Who  is  audience? 
-How  to  identify  neglected  groups? 


DeveloD  a  comfortable  carrying  capacity 

-  How  much  is  too  much? 

-  What  are  the  costs/demands  of  tourism  on    a 

community? 

-  What  is  the  environmental  impact? 

•  How  do  you  market  rural  resource  values  while 

protecting  viability  of  same  values  associated  with 
rural  lifestyles? 

-  Develop  natural  resources  while  at  the  same  time 

protecting  them. 

-  Issues  of  social  class  &  benefits  of  tourism 

-  Competing  uses  of  natural  resources 

-  Eco-tourism 

•  Labor  recruitment  and  affordable  housing  availability 

-  Need  good  scenic  assessment  procedure  for  rural  areas 

-  Public  sector  infrastructure  and  services  needs 

-  Assessment  of  tourism  development  on  rural  labor 

markets 

Access/transportation   systems 
•What  recreational  opportunities  private  lands  can 
supply  to  offset  over  used  public  land 

-  Land  use  planning 

-  Constraints  to  travel  in  rural  areas 

-  Develop  infrastructure  to  support  tourism 

-  Examine  the  linkages  between  tourist  attractions, 
support  services  and  the  region 

-  Maximise  existing  local  tourism  related  business 

-  What  are  critical  barriers  to  rural  tourism 

development? 

-  Speed  of  development 

-  Ecotourism:  protect  natural  resources 

-  Protection  of  resources  from  overuse 


115 


Develop  a  demographic  profile  of  rural  tourism  visitor. 

-  Demographics  of  tourists  —  #1    priority 

-  Why  do  people  visit  rural  areas,  why  don't  they? 

-  What  do  international  visitors  look  for? 

-  Survey  local  visitors 

-  Analysis  of  the  interests/values  and  psychographic 

factors  important  in  meeting  tourism  user  market 
needs  related  to  rural  recreation  settings  (or  what 
cranks  their  wheels  and  will  bring  them  to  the  country) 

-  Determine  segments,   characteristics 

-  Better  demand  analysis  models 

-  User  analysis/future  trends 

•  What  are  urban  people  who  travel  to  the  country 

looking  for,    how  far  will  they  go? 

-  Variables  that  affect  changes  in  visitation  patterns 

-  Basic   research   identifying   recreational   (leisure)   travel 

motivation 

-  Basic  research   identifying  recreational  (leisure)  travel 
of  the  age  bracket  50  and  up 

•  Determine  the  social  and  economic  problems  associated 

with  seasonal  business 

-  Where  are  they  coming  from  and  going  to? 

-  How  do  visitors  get  to  rural  areas,  bus  tours,  cars,  etc, 

-  What  product  do  consumers  want? 

-  How  much  lodging  is  needed? 

-  How  to  package  product  for  consumers 

-  Profiles  of  potential   markets 

-  Surveys  of  actual  travellers:  activity  preference 

demographics 


Determine  Tourism  Potential  of  Rural  Areas 

•  Catalog  existing  resources  and  attractions,  special 
interest  business,  i.e.  fishing 

-  An  assessment  of  assets  of  rural  communities 

-  Resource   identification 

-  Evaluate  existing  services  and  facilities 

-  Festivals/Events  do  they  have  the  potential  to  lure 

visitors 

-  Inventory  assessment 

-  What  is  attitude/perception  of  local  residents 

-  Youth-  frontline  to  tourists 
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•  Community  involvement 

•  Educate  the  community  about  their  attractions  and 

their  value 

■  Adapt  a  systems  approach  (multi-functional)  toward 

rural  tourism  planning  &  design. 

-  Get  involvement  of  agri-business  in  setting  up  tcurs 

-  Inventory   infrastructure   needs 

■  Regional  Tourism  Strategies 

-  Identification  of  human  resource  needs  and  constraints 

in  rural  areas. 

-  Attractions  are  a  developable  resource,  how  can  this  be 

accomplished? 

-  Demand  analysis  for  specific  recreational  activities  by 

skill  level 

-  Spatial  aspects  of  recreation  demand  and  supply 

-  What  legal  obstacles  stand  in  the  way  of  development 

-  Where  are  souces  of  funding? 

-  Evaluations  of  individual  state/regional  resouces 

which  can  legitimately  meet  those  interests 
-How  much  private  land  is  condusive  to  recreation 
opportunities  and  are  the  land  owners  interested  in 
opening  their  lands  to  use  for  fee  or  without  fee 

-  Need  models  for  organizing  successful  regional  tourism 

industries. 

-  Model  heritage  tourism  success  stories 

-  Need  objective  information  about  prospects  for  success 
of  business  types  (campgrounds,  B  &  B,  etc.) 

-  Rural  and  agricultural  people  need  to  overcome 
reluctance  of  being  involved  in  tourism. 

-  Is  there  a  market  for  rural  areas  to  draw  from  nearby 

major  cities  and  attractions. 
-Integration 
-Correlation  between  community  tourism  strategies  and 

business  strategies 
-Historic/natural    areas    interaction 
-State-local-academic-professional    networks 
-Do  residents  want  "Company"  are  they 

willing  to   participate   in   hospitality? 

-  Does  the  community  have  facilities  to  serve  the 

visitor's  needs? 
-Why  do  people  visit  your  community? 

-  What  would  keep  visitors  there  another  day? 

-  What  keeps  visitors  away  during  the  "off"  season? 
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Determine  Marketing  Approach 

-Evaluate  success/failure  of  rural  tourism  promotion 
efforts 

-  How  to  package  and  sell 

-What  is  the  best  way  to  advertise,  and  still  be 
affordable? 

-  Develop  creative,  new  ideas  that  challenge  traditional 
methods 

-  Development  of  rural  tours  for  buses  and  touristsm 

-  Tie  in  to  trends,  eco-tourism,  cultural  tourism,  push 

"hot"  buttons 

-  Marketing  data  on  a  state  by  state  basis 

-  Effectiveness  of  media  campaigns 

-  Evaluate   effectiveness 

-  Marketing   strategies 

-  Campaign  to  attract  attention  and  Interest  of  residents 

as  well  as  visitors 

-  Regional  marketing  strategies  that  are  designed  for  the 

small  vendors 

-  Methods  to  market  small  operations 

-  Association  of  like  bodies  (historical,  cultural)  to 

present  the  facility. 

-  Marketing  of  quality  products. 

Other 

-  Computer  based  (GIS)  treatment  of  tourism  study  not 

just  impacts  off  forms  of  tourism 

-  Importance/Performance   Studies   relating   to   visitor 

Information  sources 

-  Computer  networking  information  system  for 

region/destination  (Accomo.,  attractions,  shopping) 

-  Limits  of  acceptable  change;  develop  and  construct  for 

defining  desired  tourism  conditions  and 
management/development  to  achieve  conditions. 

-  Liability  and  insurance  (particularly  related  to  farm 
vacations  and  hunting) 


QUESTION  NUMBER  FOUR:  Five  most  important  extension  and 
technical  assistance  needs 

1.        Organization  of  Rural  Tourism  Associations 
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-  Establish  a  broad  network  to  coordinate  efforts  &  act 
as  a   clearinghouse 

-  Set  policies  worlting  with  public/private  sectors 

-  Put  together  a  "resource  bank" 

-  Work  with  planning/design  disciplines  in  place 

-  Partnerships 

-  Sustain  the  momentum 

-  Location  of  area  or  regional  specialists  who  can 

facilitate  multi-county  programs  and  provide  technical 
guidance  to  county  programs  appropriate  to  legitimate 
market  conditions 

-  Formation  of  a  national  organization  similar  to  the 

American  Industrial  Development  Council 

-  Cooperative  marketing  programs 

-  Better  coordination  within  sectors  and  between  them 

-  Department  of  natural  resources,  state  tourism 

interaction,  highway  departments 

-  Cooperation 

-  Networking 

-  Creating  partnerships  among  agencies  and  the  public 

-  Community  tourism   information   systems 

-  Scenic  highway  development 

-  A  listing  of  "Who's  who"  so  you  know  who  to  call  with 

particular  questions  or  for  advice 

-  Easy  acces  to  informational  services 

-  Networking  for  entrepreneurs 

-  Development  of  statistical  data  Bank  to  the 
tourism  industry  for  business,  planning  &  marketing 

-  Information   resource  center 

Training  and  Education 

-  Train  local  leaders 

-  Train  front  line  employees 

-  Educate  elected  officials 

-  Educate  county  extension  agents  in  tourism 

development  procedures  appropriate  to  rural 
communities 

-  Accessible  training  programs  at  management  and 

employee  levels 

-  Hospitality    training 

-  "How-to"   seminars 

-  International   marketing   education 

-  Training  videos 
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-  Training   publications/manuals 

-  Training/recruiting   tour  guides 

-  Seminars  on  topics  such  as:  Developing  Festivals,  How 

to  attract  Bus  Tours 

-  Design  assistance  processing 

-  Working  with   local/county  govt,   officials 

-  Management  of  tourism  resources 

-  Community  Education 

-  Special  event  planning 

-  Tourism  and  tourism  benefit  education 

-  Re-establish  in-service  training  packages  for  local 
extension  agents 

-  Hold  seminars  &  workshops  &  show  how  to  develop 

tourism 

-  Bed  and  breakfast  seminars 

-  Help  in  organizing  tour  packages,  pricing  &  marketing 

-  Basic  business  management  skills 

-  Marketing   skills 

-  Understanding  of  competition 

-  Research  skills 

-  Customized  software  and  training  to  better  use 

computers  and  communication  technologies 

-  "How  To"  attract  visitors 

-  "How  To"  design,  plan  and  operate  high  quality,  service- 

oriented  tourism  facilities  that  protects  resources 

-  Public  relation  skills  -  publicity  &  promotion 

-  Group  organization   skills 

3.        Increase  Public  Awareness  of  Economic  Impact  and 
Tourism   Industry   Legislation   Needs 

-  Recognize  tourism  as  an  economic  development  tool 

-  Pass  Proper  Zoning  and  Protection  Laws 

-  Develop   Infrastructure 

-  Get  State  Officials  to  recognize  rural  tourism  needs 

-  Help  explain  to  citizens  how  the  tourist  dollar  helps 

locally,  and  what  they  need  to  do  to  make  the  tourist's 
stay  more  enjoyable  and  beneficial 

-  Land   ethics/stewarship/resource   conservacy 

-  Better  economic  data  from  which  tourism  data  can 

more  easily  be  extracted 

-  Assistance  on  developing  local  capacity  for 

directing  tourism  efforts 

-  Funding 
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Make  people  aware  of  information  and  technical 
help  currently  available.     Decline  of  extension  service 
commitment  to  family  farm  type  of  operation. 


Business  Development 

-  Managing,  Marketing,  Research  &  Development 

assistance  needed  for  businesses 

-  Assistance  with  grant  applications 

-  Setting  goals  and  objectives 

-  A  long  term  committment  for  funding  and  program 

support  rather  than  the  past  vasilating  approaches 

-  Developing  a  business  plan 

-  Computers 

-  Central  reservation  agency 

-  Market    identification 

-  Organizational  assistance 

-  Image  development 

-  Putting  together  financial  plans 

-  Advice  on  trends/needs 

-  Advice  on  regulations,  labor  training,  health  and  safety 

standards 

-  Assist  with  marketing  plans,  business  plans,  master 
plans 

-  Assist  with  organization/set-up  of  new  businesses 

-  Entrepreneurial   assistance 

-  Evaluation  during  development,  implementation,  & 

critique  stages 

-  Publicity   Plans 

-  Administrative  cognizance  and  support  for  programs 

which  result  in  real  social,  economic  and  cultural 
improvements  in  rural  life  through  tourism/recreation 
development 

-  Establishment  of  program  accountability  parameters 

which  encourage  result-oriented  project  activities 

-  Infrastructure  and  program  development  (signage, 

roads,  rest  facilities,  etc.) 

-  Receptive  services 

-  Planning:  Careful  cultural  and  environment 

consideration 

-  Assistance   with    feasibility   studies] 

-  Avoiding   infeasibile  tourism   investments,   both 

individual  and  community. 
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-  Management  assistance,  setting  up  books,  comparing 

costs  and  retums 

-  Brochure  and  map  development 

-  Helping  community  officials  and  business  persons 
develop  a  cohesive  plan 

-  Gov't,  of  community  tourism  action  plan 

-  Assistance  in  assessing  potential  impacts 

-  Marketing 

-  Assistance  in  developing  realistic  expectations  from 
development. 

-  Distributional    impact 

-  Identifying  sound  project  which  lead  to  viable  business 
and  public  facilities. 

5.  Case  Studies 

-Demonstration    projects 

•Incubators 

-Fiscal  impact  models 

-  Success  and  failure  stories 

-  Well  documented  case  studies  of  successful  rural 

tourism  areas 

6.  Establish  a  'Consulting  Team'  that  would  work  with  Rural 
Areas 

-  Assign  a  state  staff  specialist  to  concentrate  on  rural 

tourism 

-  Shift  extension  role  from  Agriculture  to  Tourism 

-  Provide  ongoing  consultation 

-  Resource  assessment  (natural,  cultural,  historic)  for 
any  given  area 

-  Help  locals  identify  sites  of  tourist  interest 

-  People  skilled  in  'Community  education'  as  it  relates 
to  tourism 

-  Recreation  site  design 

-  Cost  and  returns  information 

-  How  to  keep  rural  tourism  rural 

•  How  can  a  community  conduct  its  own  tourism  resource 
and  market  surveys? 

-  What  sources  are  there  for  technical  assistance  at 
state  and  federal  level? 

-  Providing  technical  assistance  on  a  variety  of  needs 
and  to  state  agencies 
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7.        Funding 

-  Fundraising  techniques 

-  Grant  information 

-  Show  how  to  obtain  financing 

-  Funding  assistance  information 

-  Inventory  of  funding  strategies  models 

»  Tniirh"^   riflvftlQoment 

-  Recreational  trail  planning,  development  and 
management 

-  Importance  of  architectural  design  in  new  facilities 

and  preservation  of  old  structures 

-  Effectiveness  of  heritage  themnes  in  marketing 

-  Site  planning  and  landscaping  to  take  advantage  of 

scenic  views  and  managing  the  natural  aesthetics  of 
a  site  and  enhancing  it 

-  Themed  touring  route  development 

-  Development  of  Central  Tourism  Office  through 

University 

-  Finding  and  acquiring  the  artifacts  of  the  rural  area  for 

preservation 

-  Analysis  of  current  assets  and  their  development 

potential 

-  Signage 

-  Resource  enhancement  and  protection  techniques 
-Interpretation    of    resources 

-  Tourism  project  planning  and  financing 


9.  Research 

-  Research  terms  that  can  define  demographics  of 
travelers  likely  to  be  interested  in  an  area. 

-  Researchers  who  can  help  areas  identify  their 

natural  resources  and  refine  what  they  already  have 

-  Identify  population  movement 

-  Development  density 

•  Recreation  requirement  of  population 

QUESTION  NUMBER  FIVE:    Conference  Topics 

(Please  note  that  there  was  a  lot  of  overlap  on  this  question) 


(1)  Promotion  of  Rural  Tourism 

(2)  Tourism  Expansion  Potential 
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(3)  How  to  Package  with  Travel  Agents 

(4)  Coordination  of  Tours 

(5)  Planning  for  Tourism  in  your  Community 

(6)  How  to  Develop  a  Marketing  Plan 

(7)  How  to  Develop  a  Business  Plan 

(8)  Developing  Package  Tours 

(9)  Economic  Tourism  Impact  on  Rural  Areas 

(10)  Leadership  Training  Techniques 

(11)  Marketing    Strategies 

(12)  Assessment  of  Tourism  Potential 

(13)  Sources  of  Entrepreneurial  Assistance 

(14)  What  are  long-term  tourism  effects? 

(15)  Developing  Attractions  in   Rural   Settings 

(16)  Marketing  in  Shoulder  Time  Periods 

(17)  Lodging  in  Rural  Setting 

(18)  Working  with  Local  &  State  Economic  Programs 

(19)  Working   with    Elected  Officials 

(20)  Advertising    Strategies 

(21)  Bed  &  Breakfast 

(22)  Hospitality 

(23)  Leadership  Development 

(24)  Motivating   Rural  Leadership 

(25)  Overcoming  Negative  Biases 

(26)  Short-cut  Methods  to  Developing  Economic  impact  Studies 

(27)  Tourism  Development  Without  a  Budget 

(28)  Life  Cycles  of  Alternative  Tourism  Attractions  (Festivals. 
Theaters,  etc.) 

(29)  Financing  Rural  Tourism  Development 

(30)  Segmenting  the  Rural  Tourist 

(31)  Defining  Rural  Tourism 

(32)  Infrastructure    Development 

(33)  Local  Education 

(34)  Sources  of  Assistance 

(35)  Attracting    International    Visitors 

(36)  Agri-business  and  Farming  Operation  Tours 

(37)  Farm  Vacations 

(38)  Small  Business  Planning  &  Management 

(39)  Sustainable  Development  ideas 

(40)  Challenges  to  Tourism 

(41)  Natural  Resource-Based  Tourism 

(42)  Fishing  &  Hunting  as  Tourist  Attractions 

(43)  Wildlife  Observation  as  a  Tourist  Attraction 

(44)  Cultural  History  as  Tourism 
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(45)  Camping,  Hiking,  Boating  &  Rafting 

(46)  Developing  a  Local  Inventory  of  Attractions 

(47)  State  Park  Revenue  Potential 

(48)  Product   Development  Alternatives 

(49)  Social/Environmental  Impact  of  Product  Development 
Alternatives 

(50)  Evaluation  of  Rural  Tourism  Projects 

(51 )  Data  Sources  and  Data  Needs 

(52)  Effects  of  Public  Relation  Campaigns  on  Community  Attitudes 
towards  Tourism  Dev't. 

(53)  Survey  Research  Results  Related  to  Rural  Tourism 

(54)  Trends  in  Tourism 

(55)  Working  Together:  How  to  take  advantage  of  State  Programs, 
University  Programs,  Extension  Programs,  Chamber  and  CVB 
Programs. 

(56)  Case  Studies 

(57)  Carrying   Capacity 

(58)  Identifying    Constraints 

(59)  Assist  Communities  to   realistically  assess  potential 

(60)  Planning  &  Management  of  Special  Events 

(61)  Organizational  Development  &  Management 

(62)  Research  Methods  &  Techniques 

(63)  Tourism  Assessment  Techniques 

(64)  Rural  Tourism  Planning  &  Development 

(65)  Liability 

(66)  Defining  Rural  Tourism:  What  do  Visitors  Want? 

(67)  Getting    Started 

(68)  Training  Tour  Guides 

(69)  How  to  Track  Visitors 

(70)  Producing   Promotional   Materials 

(71)  Integrating  Tourism  and  Public  Recreation 

(72)  Community  Tourism   Information  Options 

(73)  Integrating  Tourism  and  public  recreation 

(74)  New  opportunities  from  the  forestry  and  rural  development 
titles  of  the   1990  Farm  Bill. 

(75)  State  Legislative  actions  that  may  be  needed 

(76)  The  need  for  a  general  policy  in  Rural  Tourism 

(77)  Abandoned  railbed  conversion  to  recreational  trail  system 

(78)  Establishing   historic  trusts  for  heritage  preservation  and 
enhancement. 

(79)  Marketing  Techniques:  Radio,  TV,  free  vs.  paid 

(80)  Customer  Relations 

(81)  Developing  a  business  plan  and  business  skills 
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(82)  Uniform  signage 

(83)  Legal  and  financial  barriers  to  recreational  tourism 
development 

(84)  Strategies  for  managing  peak  and  non-peak  periods 

(85)  Basic  business  management  skills 

(86)  Understanding  of  Competition 

(87)  Research   skills 

(88)  Resources  for  printing   materials 

(89)  Developing  entrepreneurial  ventures  to  support  tourism 

(90)  Help  in  organizing  tour  packages,  pricing  tours,  marketing 
rural   tours. 

(91)  Tourism:    The  Clean  Industry 

(92)  How  to  qualify  for  grants  and  low  interest  money 

(93)  How  local  attitudes  affect  the  success  of  tourism 

(94)  Types  of  Tourism 

(95)  What  the  tourist  dollar  means. 

(96)  How  to  stress  its  importance  to  extension  administrators  that 
the  hiring  of  parks  and  rec  majors  is  of  importance  for 
balanced  programs. 

(97)  Re-establishment  of  our  regional  tourism  network  we  had  in 
the  mid  70's. 

(98)  Environmental   impact-Balancing  tourism  development  with 
maintaining  the  rural  character 

(99)  Receptive  Services 

(100)  How  to  work  effectively  with  volunteers 

(101)  Human  resource  contraints  to  tourism  development  in  rural 
areas 

(102)  Working  with  larger  neighbors 

(103)  Role  of  Local  Government 

(104)  Types  of  wages  earned,  who  really  benefits,  workers  or 

owners? 

(105)  Responsibilities  to  opponents  of  tourism  development 

(106)  Organizing  regional  support  groups 

(107)  Land  use  planning 

(108)  Ecotourism 

(109)  Acessing  Markets 

(110)  Vision 

(111)  Resource  identification   and   refinement 

(112)  Demographics-  who's  your  market 

(113)  Advertising  and  getting  the  word  out 

(114)  Community  education 

(115)  Identify  if  areas  want  tourism,  if  developed. 

(116)  Regional  Marketing 
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117)  Heritage  Tourism 

118)  Design  assistance  programming 

119)  Tracking   effeectiveness 

120)  Development  of  local  tourism  plans 

121)  Regional  development  and  promotion 

122)  Heritage/cultural    tourism 

123)  Agi-tourism 

124)  Marketing  on  a  shoe  string 

125)  Developing  regional  tourism  organizations 

126)  Getting  rural  people  to  think  broader  and  to  be  less 

provincial.    Networking  between  communities,  countries 
and  regions. 

127)  Tourism  trends  in  North  America 

128)  What  tourist  like  about  Canada,  western  Canada 

129)  Examples  of  provincial  and  community  tourism  planning  and 
projects 

130)  Mew  tpiros,  fomamcomg  p[[prtimotoes  &  trends 

131)  Better  ways  to  manage  tourism  projects 

132)  How  to  interpret  and  use  research  data  to  maximize 
development  and  marketing  opportunities. 

133)  How  to  add  economic  diversification  to  a  community  thru 
tourism. 

134)  What  are  the  critical  barriers  to  rural  tourism  development? 

135)  What  is  the  role  of  Government(s)  in  rural  tourism 
development? 

136)  Business  and  market  planning. 

137)  Scale  of  development 

138)  Carrying  capacity 

139)  Sociocultural    fabric 

140)  Speed  of  development 

141)  Integration 

142)  Community  touris  plans 

143)  Feasibility   studies 

144)  Case  studies  of  successful/unsuccessful  endeavors 

145)  Financing 

146)  Tour  good  interpretive  and  servic-oriented  facility  as  part  of 

conference. 

147)  Include  historic  and  cultural  resources  as  part  of  tourism 
research. 

148)  Research  reporting  session  on  tourism  development 

149)  Opportunity  for  people  interested  in  tourism  research  to 
interact. 

(150)  Funding  opportunites  to  support  research  and  extension 
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programs. 

(151)  State-local-professional    networks 

(152)  Identify  neglected  groups/resources 

(153)  Audience/marketing 

(154)  How  to  identify  points  of  interest 

(155)  Hospitality 

(156)  Brochure  development 

(157)  Where  to  advertise  for  best  value 

(158)  How  to  attract  touris  without  killing  the  resource. 


Question  Number  Six:  Other  Suggestions/Ideas 

1.  Projects  need  financial  support  in  order  to  get  off  the  ground. 
(45) 

2.  Willing  to  share  what  we  are  doing  at  conference.  (07) 

3.  Let  me  know  how  I  can  help,  willing  to  chair  a  session  or  give 
paper  (36) 

4.  Would  strongly  suggest  conference  be  held  in  Kansas  City  due 
to  central  location   (26) 

5.  Excellent  project,  choose  accessible  location  for  conference, 
maintain  low  conference  registration  fee  to  encourage 
attendance.   (44) 

6.  Several  examples  of  how  a  rural  community  developed  local 
tourism    (60/copy) 

7.  Good  luck.  We  have  proposed  tax  seeking  funding  for  a  rural 
community  tourism  assessment  program.   (56) 

8.  Tie  this  project  in  with  a  Nat'l.  project  which  John  Sem 
(MN/Extension  Tourism  Center)  has  going  which  includes  a 
nat'l.  tourism  workshop  in  Fall  '91.  (18) 

9.  Not  at  this  time.  Depending  upon  your  timing,  we  may  be  able 
to  present  some  of  our  activities  at  your  upcoming  conference. 
(96) 

10.  Call  me,  let's  discuss.  (87/Gale  Trussell) 

11.  I  would  like  to  develop  a  program/technical  assistance  that 
can  be  implemented  at  the  local  level  by  local  people.  (85) 

12.  We  would  like  to  see  the  American  Indians  more  actively 
involved  in  this  important  undertaking.  (08) 

13.  Check  the  programs  that  have  been  held  in  other  states. 
Minnesota  especially.  Contact  John  Sem.  (15) 

14.  Combine  regions  or  parishes,  with  the  same  interests,  like 
Fishing  or  Shrimping.  (60) 

15.  ECOP  awareness  and  support  for  this  program  effort  is  vital. 
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Further,  resulta  of  the  research  and  a  conference  product 
should  be  circulated  In  a  'high  impact"  fashion  to  USDA,  ECOP 
and  other  appropriate  audiences.  (99) 

16.  Identifying  sources  of  potential  funding  from  federal  sources 
that  could  be  applied  to  developmental  efforts.  (182) 

17.  The  conference  sounds  like  a  great  idea,  so  does  the  manual 
(184) 

18.  Can  not  over-emphasize  the  need  for  action  plans  as 
contrasted  to  research  and  meetings  where  people  "meet  and 
eat"  and  nothing  happens.  (148) 

19.  Word  your  questions  in  a  way  a  lay  person  could  understand 
what  you  are  saying.  (133) 

20.  I'd  like  a  recap  of  this  survey.     I'd  also  like  to  have  information 
on  the  conference  when  you  have  something  more  concret.    My 
business  card  is  enclosed.  (71) 

21 .  Lets  spend  some  time  summarizing  what's  available/resources 
(tapes,  manuals,  case  studies,  models,  etc.  )  that  can  be  easily 
used  by  local  community  interest  groups  and  state  wide 
associations  -  all  struggling  with  getting  support,  getting 
education,  developinmg  coordinated  strategies.     Example: 
manual  for  developing  strategies  to  secure  greater  financial 
support  from  state  Legislators  (MO  -  "Time"  model)  (154) 

22.  Best  of  luck.  (137) 

23.  I'd  suggest  you  invite  state  executive  and  legislative  officials 
and  local  ones  too.  These  people  are  interested  in  helping  local 
economies  and  need  to  be  courted  for  their  support.  (177) 

24.  Really  needed,  good  luck.  (180) 

25.  Look  into  how  the  new  Rural  Development  Administration  in 
USDA  can  support  recreation/tourism  (197) 

26.  Ideas  local  residents  could  use  to  get  into  tourism.  B&B's, 
crafts, 

hunting  preserves,  nature  tours,  country  vacations,  country 
foods    (89) 

27.  Didn't  have  much  time  to  think  about  your  questions  but  hope 
you  find  something  useful  in  my  responses.    Good  luck  and  let 
me  know  if  I  can  help  in  some  way.  (256) 

28.  Just  uncovered  this  as  I  begin  getting  to  things  that  sit  on  my 
desk.    Obviously  interested  in  what  happens.    If  we  hit  on 
either  or  both  of  our  proposals,  I'll  let  you  know  as  they  should 
prove  interesting.   (29) 

29.  It  would  be  useful  if  the  end  result  was  a  guidebook  for  rural 
communities  to  assess,  develop,  maintain  and  market  tourism 
to  their  areas  as  well  as  point  out  to  specific  rural 
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communities 

that  tourism  may  not  work  for  them.  (195) 

30.  This  is  not  really  an  area  that  I  work  in.    I  have  no  other 
suggestions.  (79) 

31.  Being  just  a  borderline  rural  tourism  office,  I  do  not  find 

answers  to  your  survey  to  come  easily.    We  handle  all  tourism 
projects/tours  ourselves  with  local  input  and  help.  (233) 

32.  Be  sure  to  tie  in  with  the  National  Project  with  which  John 
Sem  is  heading  up.  (21) 

33.  Don't  give  the  impression  that  every  rural  community  has 
tourism  potential,  it  simply  isn't  rue.  They  should  have 
something  unique  or  seriously  noteworthy  (210) 

34.  In  my  opinion,  the  tourists,  especially  of  the  senior  age 
groups,  are  looking  to  get  "off  the  beaten  path"  and 
discover  rural,  "Real  America".     Rural  America  needs  to  know 
that  and  what  that  additional  income  can  mean  for  their 
area.  (215) 

35.  Be  interested  in  knowing  the  geographical  area  included  in 
project.    (249)' 

Resource    Materials    Submitted    with    Surveys: 

(1)  Business  America  Article,  "How  One  Kansas  Town  used  Tourism 
to  Revitalize  its  Economic  Base  (Nov.  5.  1990)  By  David  Edgell 
and  Mary  Lynn  Cartwright. 

(2)  USA  Today  Article,  "A  Resurgence  in  rural  trips  for  rest  and 
relaxation."  (1/24/91)  By  Cathy  Lynn  Grossman. 

(3)  Technical  Research  Report  Publication  List  submitted  by 
University  of  Montana,  along  with  Institute  for  Tourism  and 
Recreation  Research  Brochure. 

(4)  Byways  Publication  submitted  by  St.  Tammany  Parish  Tourism 
&  Convention  Comm. 

(5)  Florida  Hotel  &  Motel  Journal  article,  "Tourism  Industry  Urged 
to  treat  Mother  Nature  Kindly"  (July,  1990),  submitted  by  Dr. 
Crotts. 

(6)  Gainseville  Sun  article,  'Mexico  shows  Florida  better  wav  on 
tourism."     (Nov.  27,  1990),  submitted  by  Dr.  Crotts. 

(7)  American  Journal  of  Agricultural  Economics  article,  "Rural 
Entrepreneurshio:  One  Key  to  Rural  Revitalization."  Submitted 
by  Dr.  Crotts. 

(8)  Tennessee  Valley  Authority  sent  these  publications:  "Small 
Town??  Who  Have  Successfullv  used  Tourism  as  Economic 
Development". 'Tips  on  Promoting  a  Tourist , 
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■Tourism.  How  Seasonal  is  tt\  !£asv:  mns)L\  !HflMt  ta  gfiyfilOfl  A 
Rftlf-Guidino  Photography  Tour  of  Your  Area'.  "Rx  for  Tourism 
Rankftr  RlindnessV  "Tourism  A  Great  Wav  to  Stimulate  Rural 
Fronomic  Development" .  "Six  Ways  to  Package  Scenery  in  Rural 
Arflas""MarketinQ  bv  Direct  Mail.  How  tQdaitBiQhL""£ffectiYe 
Promotional  Brochures.""Breaking  Public  Misconceptions  about 
the  Travel  Industrv/'Dftvelooino    Effective  Press  Kit"."PlanninQ 
for  Tourism."The  Press  Trip  "'Using  Photographs  in  Travel 
Marketing  Activities".'Communitv  Travel  Development  Manual. 

(9)  Houma-Terrebonne,  LA,  Tourist  Commission  submitted  several 
brochures  and  their  rural  driving  tour. 

(10)  Publications  passed  out  at  the  Rural  Tourism  Breakout  Session 
at  USTTA  conference  held  in  Washington,  D.C.  in  February, 
1991:  Flyer  promoting  the  Rural  Tourism  Development 

Program  National  Teleconference  which  will  be  held  Nov. 
20,1991.      Co-ordinated  by  the  Tourism  Center,  University  of 

Minnesota.  They  also  plan  to  have  a  National  Training 
Program  in  the  Spring  of  1991.  "Rural  Tourism  in  Europe" 
study,  printed  in  Strasbourg  in  1988.  "Tourism  Policy  and  Rural 
Development  drafted  June  5,1990,  a  trench  publication.  "What 
is  the  Cultural  Highway"  handout  prepared  by  Visionary 
Marketing  Concepts  of  Boston. 

(11)  Rural  Recreation  and  Tourism  Development  booklet,  produced 
by  Center  for  Recreation  and  Tourism  Development,  College  of 
Business  and  Administration,  University  of  Colorado  at 

Boulder. 

(12)  Final  Report  of  the  Policy  Committee  on  Rural  Tourism  Devt. 
To  the  Tourism  Policy  Council  on  Rural  Tourism  Enterprise 
Zopnes.    (Submitted  by  #186) 

(13)  CRS  Report  for  Congress,  Amenity  Resources  and  Rural 
Economic  Growth:  Report  on  a  National  Policy  Svmposium. 
Submitted  by  George  H.  Siehl,  Specialist,  Environment  and 
Natural  Resources  Policy  Division. 

(14)  "Heritage  Development  in  America"  workshop  registration 
brochure  (held  5/20-21/91   in  D.C.)  submitted  by  #183. 

(15)  Variety  of  rural  tourism  business  brochures  submitted  by 
#195 

(16)  Variety  of  Selma,  AL  promotional  brocures  (225) 

(17)  National  RC&D  Directory  (199) 

(18)  Educate  the  community  on  the  part  the  average  citizen  plans 
in  making  visitors  feel  welcome  and  want  to  return.  (202) 

(19)  Develop  legislation  and  funding  sources  to  support  rural  areas 
development  with  tourism  and  eco-tourism  as  a  part.  (172) 
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(20)  A  directory  of  people  involved  in  rural  tourism  development 
should  be  prepared  and  circulated  to  participants  at  the 
conference  and  to  all  those  you  requested  should  answer  this 
questionnaire.   (16) 

(21)  Please  be  aware  that  the  finite  area  of  Bermuda  (21  square 
miles)  lends  a  different  interpretation  to  'Rural  Tourism' 
(116) 
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APPENDIX  D  -  Rural  Tourism  Conference  Brochures 
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Greetings  to  the  members  of  the  subcommittee  and  all  who  are  present. 

My  name  Is  Harvard  Jennings  and  I  am  chairman  of  the  Wilmington  /  New 
Hanover  Community  Development  Corporation.  I  have  sent  to  you,  prior  to  this 
meeting,  information  pertinent  to  the  CDC's  activities;  our  mission  and  our  small 
business  incubator.  I  will,  therefore,  try  to  offer  now  a  brief  conceptual  summary 
of  our  vision  as  to  how  our  efforts  can  and  will  support  tourism  development  and 
how  we  view  the  role  of  the  federal  government. 

Techniques  used  in  this  area  for  tourism  development  emphasizes  historic 
preservation;  beach  renourlshment  and  promotion  programs.  The  mild  weather, 
a  variety  of  restaurants,  historic  and  garden  tours  and  annual  festivals  and 
tournaments  are  highlighted.  The  local  community  supports  these  activities 
through  various  local  government  Initiatives  and  through  active  involvement. 

The  Wilmington  /  New  Hanover  Community  Development  Corporation  is 
Interested  In  the  grovirth  and  development  of  the  tourism  industry  with  respect  to 
Job  creation,  small  business  development  and  the  diversity  of  those  that  the 
industry  attracts.  We  would  like  to  see  all  segments  of  the  community  grow  and 
prosper  as  a  result  of  tourism  growth  and  development.  We  feel  that  these 
results  can  best  be  achieved  by  including  less  affluent  segments  of  the 
Community  In  the  planning  process  and  by  fostering  opportunities  for  small 
business  development  in  the  economically  depressed  areas  of  the  community. 
We  perceive  the  CDC's  role  as  one  of  galvanizing  community  resources  to 
provide  expeditious  programs  and  services  whereby  the  community's  vision  for 
revitalization  of  depressed  areas  might  be  realized.  The  CDC  is  devoted  to 
creating  jobs  for  low  income  persons,  providing  opportunities  for  entrepreneurs 
not  traditionally  accepted  by  mainstream  credit  and  loan  establishments,  training 
and  sKili's  enhancement  and  aiding  the  institutional  development  of  the  inner  city 
area. 

We  believe  that  the  Interest  of  tourism  development  would  be  well  served  by 
partnerships  between  all  levels  of  government,  the  private  sector  and  the  CDC, 
directed  toward  economic  and  community  development  in  the  inner  city.  Our 
area  has  all  the  natural  elements  that  are  conducive  to  a  booming  tourist 
industry,  the  climate,  the  beaches,  the  forests,  the  rivers,  etc.  But  the  inner  city  is 
characterized  by  unemployment,  high  crime  rates,  low  skill  levels,  dependency 
and  hopelessness  significantly.  Many  of  the  areas'  residents  have  expressed  a 
history  of  neglect,  apathy  and  racial  polarization.  Thus,  conditions  exist  which 
might  undermine  attempts  to  develop  and  maintain  the  viability  of  tourism  in  our 
area.  As  we  have  seen  in  other  areas,  tourists  have  become  the  prefen'ed 
victims  of  those  who  operate  out  of  a  subculture  of  low  skills,  anger, 
dependency,   and  hopelessness,   which  is  produced   by  the   absence  of 
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government  initiatives,  apathy  and  racial  polarization.  Some  would  deal  with 
these  problems  by  building  more  prisons,  hiring  more  police  and  stiffening 
sentences.  But  the  problem  with  the  "get  tough"  approach  is  that  it  focuses  on 
the  problem  rather  than  the  solution,  it  calls  for  more  mops  rather  than  a 
plumber.  We,  at  the  CDC.  believe  that  It  is  time  to  get  real  and  that  when  the 
federal  government  supports  community  and  economic  development  in 
depressed  areas  it  is  supporting  the  very  foundation  upon  which  we  stand. 

We  believe  that  a  person  with  lawful  options  that  are  clear,  accessible  and 
reasonable  will  rarely  choose  illegal  alternatives.  We  believe  that  the  federal 
government  can  support  local  tourism  and  fight  crime  by  pacl<aging  its 
assistance  in  such  a  way  as  to  compel  cooperation  between  local  governments 
and  the  private  sector  and  community  based  initiatives  with  regard  to  economic 
development  in  depressed  areas.  We  do  not  believe  in  a  welfare  state  wherein 
family  is  destroyed,  morality  and  ethics  sacrificed,  personal  responsibility 
eschewed  and  communities  destabilized.  We  believe  that  Federal  efforts  to 
support  tourism  in  our  areas  should  address  the  need  for  block  grants  and  other 
federal  funds  to  mandate  a  share  for  depressed  area  initiatives  directed  through 
private  non  profit  structures  such  as  the  Wilmington  /  New  Hanover  CDC.  Often, 
those  with  the  greatest  need  have  the  smallest  voice  and  consequently  must 
scrape  for  crumbs.  The  federal  government,  we  believe,  must  help  to  produce 
an  environment  in  which  depressed  areas  are  not  defined  in  terms  of  negative 
manifestations  but  rather,  in  terms  of  positive  possibilities.  The  economic 
infrastructure  of  the  mainstream  economy  must  be  caused  to  pass  through  rather 
than  around  these  areas.  There  must  be  a  priority  for  revitalizing  our  inner  city 
so  as  to  increase  lawfulness,  stabili;?e  families,  build  pride,  foster  a  spirit  of 
community  and  cooperation  in  the  area  as  a  whole.  The  tourist  industry,  no 
matter  how  robust,  would  best  thrive  and  grow  in  an  environment  where  every 
segment  of  the  community  has  a  vested  interest  in  its  well  being;  where  public, 
private  and  community  partnerships  are  established  and  where  the  whole 
community  owns,  operates  and  participates  in  the  industry  itself. 

Thank  you. 
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Wilmington  /  New  Hanover 
Community  Development  Corporation 

FACT  SHEET 


The  Wilmington  /  New  Hanover  Community  Development  Corporation  is  a 
private,  non-profit,  601  (c)3,  community-based  organization  chartered  for  the 
purpose  of  improving  the  economic  and  social  well-being  of  low-income  citizens 
in  the  City  of  Wilmington  and  New  Hanover  County.  The  organization  engages 
in  economic  development  activities,  particularly  the  development  of  small 
businesses,  as  a  means  of  creating  new  business  ownership  and  job 
opportunities.  The  organization  also  undertakes  activities  aimed  at  assisting 
welfare  recipients  to  achieve  self-sufficiency  through  meaningful  employment, 
and  we  are  planning  a  strategy  for  assisting  low-income  families  to  have  access 
to  safe,  decent,  affordable  housing  through  home  ownership.  The  board  of 
directors  has  seventeen  members  and  is  comprised  of  public  officials,  business 
and  civic  leaders  and  representatives  of  the  target  areas  served. 

The  objectives  of  the  organization  are:  (1)  to  establish  a  small  business 
incubator  that,  over  the  course  of  the  next  two  years,  will  assist  in  the  start-up  of 
twelve  small  businesses  in  the  light  manufacturing  and  service  industries,  thus 
creating  60-100  new  jobs,  76%  of  which  would  go  to  low-income  residents;  (2) 
to  establish  a  $100,000  revolving  loan  fund  (RLF)  and  lending  partnerships  with 
local  banks  and  other  lending  institutions  that  would  enable  fledging  businesses 
to  have  access  to  adequate  financing;  (3)  to  assist  in  the  revitalization  of 
blighted  areas  within  the  City;  and  (4)  to  engage  in  activities  which  enable  low- 
income  families  to  have  access  to  affordable  housing  under  the  Housing  and 
Urban  Development's  HOME  Program. 

The  incubator  is  located  in  what  is  know  as  the  Hilton  Industrial  Park,  which  is 
located  on  US.  Highway  117  between  N.  5th  Avenue  and  Hilton  Street.  It  is  near 
the  heart  of  downtown  Wilmington,  the  airport  and  major  arteries  leading  in  and 
out  of  the  City.  Currently,  the  incubator  comprised  of  three  commercial  condo 
units  of  1500  square  feet  each.  The  WNHCDC  plans  to  build  a  new  facility  in 
the  near  future  that  will  house  an  additional  nine  units  similar  to  the  existing 
ones. 

The  incubator,  through  its  manager  and  service  providers  such  as  the  Small 
Business  and  Technology  Center  at  UNCW,  the  Small  Business  Center  at  the 
Cape  Fear  Community  College,  and  the  Service  Core  of  Retired  Executives 
(SCORE)^  will  provide  technical  assistance  to  the  small  business  entrepreneurs 
in  business  planning,  management,  marketing  and  financing. 


SI  I  Cornelius  Harnea  Drive,  Wilmington,  North  Carolina  2S401 
Id:  (919)  762-7555  Fax  (919)  762-7563 
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Small  BuslneQi  Incubators 

What  Is  A  Snail  Business  Incubator? 

A  small  bueinees  incubator  is  a  business  vhose  purpose  is  to 
foster  the  creation  and  expansion  of  fledgling  bueinesses  by 
providing   below-market   rental   space,   clerical   services, 
management  consultation,  and  financial  services.   An  incubator 
can  greatly  enhance  the  prospects  of  a  business 's  success  by 
providing  a  nurturing  and  supportive  enviromnent  during  the 
critical  start-up  phase.    BUsinees  incubators  have  been  used  i 
successfully  as  econoinic  development  tools,  as  vehicles  for  [ 
promoting  economic  diversity,  and  as  a  ineans  of  creating  new  job 
opportunities.  The  purpose  of  the  small  business  incubator  to  be 
established  by  the  Wilmington-New  Henover  Community  Development 
Corporation  (WNHCDC)  embraces  all  three  of  these  purposes,  with 
an  emphasis  upon  job  creation  for   low  and  moderate-income  ' 
individuals. 

How  Did  They  Get  Started?  j 

Business  incubators  as  an  economic  development  tool  are  a 
relatively  recent  phenomenon.  They  got  their  start  in  the  19  60's 
and  have  flourished  in  the  1980 's.  There  are  approximately  400 
incubators  in  the  United  States  today;  95%  of  these  have  been 
established  since  1980.  Business  incubators  in  the  United  States 
have  three  historical  roots.  The  first  has  to  do  with  efforts  to 
re-develop  inner  city  blighted  areas  and/or  distressed  industrial 
areas.  The  second  stems  from  the  growth  of  innovation  centers 
which  attempt  to  facilitate  the  transfer  of  ideas  from 
universities  to  private  sector,  entrepreneurial  firms.  The  third 
source  of  development  is  private  initiative,  in  which  successful 
individuals  or  groups  of  investors  have  sought  to  transfer  their 
own  experience  with  new  ventures  to  start-up  businesses,  and 
devised  incubator-like  environments  in  order  to  help  these  new 
firms  succeed.  A  fourth  motivating  factor,  which  in  many  cases 
is  linked  to  inner-city  redevelopment  efforts,  is  the  desire  to 
create  jobs  for  low- income  individuals  and  business  opportunities 
for  low  and  moderate  income  citizens . 

What  Are  Their  Characteristics? 

The  primary  characteristics  of  small  business  incubators  are: 

•  They  offer  shared  eervicee  to  tenants,  such  as;  clerical 
services,  management  consulting  services,  and  in  many  cases, 
financial  assistance. 

•  They  provide  affordable  working  space  at  below-market  rent. 

•  They  create  a  congenial,  supportive  environment  in  which 
companies  can  acquire  valuable  knowledge  from  each  other  and 
develop  mutually  beneficial  trading  relationships. 
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•  They  are  UBually  some  type  of  partnership  involving  the 
public  sector/  universities,  conununity  groups,  «nd  private 
sector  actors. 

How  Successful  Are  They? 

Business  incubators  have  proven  themselves  during  the  past  decade 
as  extremely  viable  vehicles  for  the  successful  development  of 
small  businesses.  While  the  failure  rate  for  small  business 
start-ups  in  general  (during  their  first  five  years)  is  80%,  the 
success  rate  of  businesses  that  get  their  start  in  an  incubator 
is  60%!  It  is  for  this  reason  that  the  Wilmington-New  Hanover 
Community  Development  Corporation  (WNHCDC)  has  chosen  to 
establish  a  small  business  incubator  as  a  means  of  promoting 
economic  development. 

What  About  The  Wilmington-New  Hanover  Incubator? 

The  WNHCDC  has  purchased  three  commercial  condos  and  an  acre  of 
land  in  the  Hilton  industrial  Park.  Each  condo  has'  1500  square 
feet  with  a  mix  of  office  space  and  manufacturing  or  work  space. 
The  CDC  plans  to  build  a  new  facility  in  the  near  future  that 
will  house  nine  additional  units  similar  to  the  existing  ones. 
The  space  will  be  leased  at  below-market  rental  rates  to 
fledgling  businesses  engaged  in  light  manufacturing  or  service^ 
related  industries. 

The  facilities  will  provide  what  is  known  in  the  trade  as  "flex 
space"/  which  can  accommodate,  in  general,  businesses  with  needs 
of  between  1200  and  3000  square  f'eet  of  space  (in  some  cases, 
more)  which  may  include  a  combination  of  manufacturing,  storage 
end  office  space.  The  location  provides  easy  access  to  major 
arteries,  the  airport,  and  down-town  Wilmington  and  the  setting 
and  enviromnent  is  attractive  and  conducive  to  business  activity. 

The  basic  purpose  of  the  incubator  is  to  provide  a  variety  of 
tenant  services  designed  to  insure  success  of  fledgling 
businesses  in  the  critical  start-up  phase.  The  basic  services 
that  will  be  provided  are  as  follows: 

o  Space  at  below-market  rental  rates 

o  Equity  financing  and/or  loans  at  or  near  market  rates 

o  Management  consulting  services  in; 

Planning 

Management 

Financing 

Marketing 

Accounting 

Legal  services 
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o  office  and  secretarial  services,  such  ast 

Clerical  and  receptionist  services 

Integrated  telephone  systein  end  answering  service 

Copier 

Fax  machine 

Conference  room 

Mail  handling 

Access  to  computers 

Tenants  may  be  charged  a  nominal  fee  for  these  services,  which 
along  with  rental  rates  may  he  raised  according  to  the  tenant's 
increasing  ability  to  pay,  and  as  the  time  for  graduation  from 
the  incubator  approaches.  Tenants  normally  will  occupy  space  in 
the  incubator  for  a  period  of  up  to  two  years,  after  which  they 
will  be  expected  to  "graduate"  and  find  suitable,  and  adequate 
facilities  in  the  community  at  large  for  their  expanding  business 
operations. 

The  CDC  has  established  a  revolving  loan  fund  from  which  it  can 
make  loans,  loan  guarantees  or  equity  investments  in  businesses 
that  locate  in  the  incubator.  The  Fund  will  be  initialized  with 
a  grant  of  $100,000  from  the  City  of  Wilmington  and  additional 
funds  will  be  sought  from  other  public  and  private  sources  to 
expand  the  fund  to  at  least  $250,000  over  the  next  two  years. 
The  Fund  will  be  used  as  a  basis  for  establishing  "lending 
partnerships"  with  local  banks  and  other  lending  institutions  to 
help  meet  the  financing  needs  of  the  incubator  tenants. 

Kbo  Are  The  Customers? 

The  incubator  will  target  small  businesses  in  their  start-up 
stage  (less  than  three  years  old)  that  are  engaged  in  light 
manufacturing  and/or  service  industries  with  sales  of  less  than 
$100,000  per  year,  employing  five  to  ten  people,  requiring  a 
small  amount  of  space  at  a  reasonable  rate.  The  basic  condition 
that  must  be  met  is  that  they  provide  job  opportunities  for  low- 
income  residents.  As  a  general  rule,  tenants  that  locate  in  the 
incubator  must  agree  that  75%  of  the  jobs  created  will  be 
targeted  for  low-income  individuals. 
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Need  for  the  Project 


The  City  of  Wilmington  In  New  Hanover  County  has  a  population  of  55,530,  which  li 
approximately  one  third  of  the  County's  populaUon  of  121.000.  The  target  areas  of  the 
Wilmington  /  New  Hanover  Community  Development  Corporation  are  mainly  in  the  City 
of  Wilmington.  The  areas  comprises  several  diverse  neighbortioods,  all  of  which  are 
economically  depressed.  The  annual  income  of  nearly  7,641  families  residing  in  the 
City  is  $10,000  or  less.  The  per  capita  income  for  New  Hanover  County  in  1989  was 
$17,800.  The  Wilmington  Housing  Authority,  in  accordance  with  State  guidelines 
regards,  for  the  purposes  of  public  housing  eligibility,  a  family  of  three  with  an  annual 
income  of  $15,300  or  less  as  "very  low  income"  and  eligible  for  public  housing. 

Two  thousand  families  in  Wilmington  live  in  substandard  or  dilapidated  housing, 
according  to  the  latest  housing  study  done  by  the  City  in  1990.  Another  1,666  families 
reside  in  public  housing.  The  Department  of  Social  Services  in  New  Hanover  County 
reports  that  their  AFDC  caseload  consists  of  2,651  cases  and  most  of  these  families 
live  in  the  target  area.  It  is  estimated  that  at  least  5,000  children  in  these  areas  live  in 
poverty. 

As  of  the  end  of  August  1993,  The  unemployment  rate  in  New  Hanover  County  has 
increased  to  5.3%,  which  Is  above  the  jobless  rate  for  the  State  of  North  Carolina 
(4.3%).  Surpassing  that  are  the  unemployment  rates  of  our  two  adjacent  counties 
which  are  Brunswick  (10.7%)  and  Pender  (5.8%).    Federal  unadjusted  rate  is  6.5%  and 
the  seasonally  adjusted  rate  is  6.7%.  The  need  for  increased  job  opportunities  and 
support  of  local  small  businesses  is  acute.  Small  businesses  in  the  target  areas  face 
many  obstacles.  Low-cost  rental  space  is  limited  and  frequently  unsuitable  for  light 
manufacturing  and  service  industries.  The  technical  assistance  programs  currently 
available  do  not  provide  on-site  training.  The  cost  of  support  services,  such  as 
secretarial,  accounting  and  legal  assistance,  prove  to  be  too  expensive  for  most 
fledgling  entrepreneurs.  In  addition,  there  is  a  dire  need  for  business  counseling  and 
assistance  with  business  plans  as  well  as  peer  encouragement  from  established 
business  persons  and  businesses  which  would  be  readily  available  in  a  small  business 
Incubator. 

Our  Objectives  and  How  They  Will  Be  Achieved 

The  objectives  of  the  project  are: 

1 .  To  establish  a  small  business  incubator  that  over  the  course  of  the  next  two  or  three 
years  would  assist  in  the  start-up  of  ten  small  businesses  in  the  light  manufacturing 
and  service  industries,  thus  creating  60-75  new  jobs,  75%  of  which  would  go  to  low- 
income  residents  of  the  CDC's  target  areas. 

2.  To  develop  and  Initiate  a  housing  strategy  based  on  an  analysis  of  community 
residents'  stated  needs  and  desires  and  undertake  an  initiative  to  renovate  existing 
homes  and/or  constnjct  at  least  ten  new  homes  per  year  for  low-income  residents  in 
the  CDC's  target  areas. 
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STATEMENT  OF 

GARY  A.  KEEL 

DISTRICT  DIRECTOR 

CHARLOTTE  DISTRICT  OFFICE,  CHARLOTTE,  NC 

SMALL  BUSINESS  ADMINISTRATION 

BEFORE  THE  COMMITTEE  ON  SMALL  BUSINESS; 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  &  TOURISM 

UNITED  STATES  HOUSE  OF  REPRESENTATIVES 

WILMINGTON,  NORTH  CAROLINA 

OCTOBER  4,  1993 

MR.  CHAIRMAN  AND  MEMBERS  OF  THE  SUBCOMMITTEE: 

GOOD  MORNING  AND  THANK  YOU  FOR  THE  INVITATION  TO  BE  HERE  WITH 
YOU  TODAY.   I  APPRECIATE  THE  OPPORTUNITY  TO  DISCUSS  TOURISM  AND 
OTHER  ECONOMIC  DEVELOPMENT  IN  RURAL  AREAS. 

THE  SMALL  BUSINESS  ADMINISTRATION  (SBA)  AND  ERSKINE  BOWLES, 
THE  SBA  ADMINISTRATOR,  ARE  COMMITTED  TO  PROMOTING  ECONOMIC 
DEVELOPMENT  IN  RURAL  AREAS.   BECAUSE  RURAL  ECONOMIC  DEVELOPMENT  IS 
A  PRIORITY  OF  THE  SBA,  IT  IS  A  PLEASURE  TO  COVER  THIS  SUBJECT  WITH 
THIS  COMMITTEE  AND  THE  PANELS  THIS  MORNING. 

THE  SBA  CONSIDERS  TOURISM  TO  BE  A  GREAT  OPPORTUNITY  FOR  SMALL 
BUSINESSES.   WE  WORK  WITH  TOURISM-RELATED  BUSINESSES  THROUGH  BOTH 
OUR  REGULAR  PROGRAMS  AND  BY  COORDINATING  WITH  OTHERS  TO  PROMOTE 
SMALL  BUSINESS  TOURISM  DEVELOPMENT. 
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ENCLOSED  WITH  MY  WRITTEN  STATEMENT  IS  A  LISTING  OF  SBA  TRAVEL 
AND  TOURISM  LOAN  ACTIVITY  FROM  FY  1986  THROUGH  THE  FIRST  QUARTER 
OF  THIS  FISCAL  YEAR.   THESE  STATISTICS  WERE  DERIVED  BY  TRACKING 
LOANS  BASED  ON  STANDARD  INDUSTRIAL  CLASSIFICATION  (SIC)  CODES 
WHICH  ARE  CLEARLY  RELATED  TO  TRAVEL  AND  TOURISM  (RESTAURANTS, 
HOTELS,  TRAVEL  AGENCIES,  ETC.)-   LET  ME  CAUTION,  HOWEVER,  THAT  WE 
DO  NOT  KNOW  EXACTLY  WHAT  PERCENTAGE  OF  THESE  LOANS  ACTUALLY 
SUPPORT  TRAVEL  AND  TOURISM  BECAUSE  SOME  BUSINESSES  MAY  SUPPORT 
BOTH  TOURIST-BASED  AND  LOCALLY-BASED  ACTIVITIES.   IF  YOU  LOOK  AT 
THE  FULL  7  YEARS  OF  DATA  (EXCLUDING  THE  INCOMPLETE  1993  DATA),  IT 
CLEARLY  SHOWS  THAT  SUCH  LOANS  HAVE  INCREASED  SIGNIFICANTLY  SINCE 
FY  1990,  INDICATING  AN  OVERALL  HEIGHTENED  ACTIVITY  IN  THIS 
INDUSTRY.   MORE  IMPORTANTLY,  IN  THE  PAST  7  YEARS,  RURAL  TRAVEL  AND 
TOURISM  LENDING  HAS  MORE  THAN  DOUBLED  IN  THE  NUMBER  OF  LOANS  WHILE 
THE  DOLLAR  AMOUNT  HAS  NEARLY  QUADRUPLED. 

ALTHOUGH  THE  PERCENTAGE  OF  TRAVEL  AND  TOURISM  LOANS  IN  RURAL 
AREAS  HAS  REMAINED  RELATIVELY  CONSTANT  OVER  THE  YEARS,  THE  VOLUME 
IN  FACT  IS  DISPROPORTIONATELY  HIGH  IN  THE  RURAL  AREAS.  I  BELIEVE 
THIS  CLEARLY  SHOWS  THE  MARKET  TREND,  AND  WITH  THE  PROPER 
ASSISTANCE  AND  SUPPORT,  WE  SHOULD  BE  REASONABLY  CONFIDENT  THAT  WE 
CAN  REINFORCE  THIS  POSITIVE  MARKET  TREND. 

THE  SBA  PROVIDES  ASSISTANCE  AND  SUPPORT  FOR  THE  PROMOTION  OF 
TOURISM  AND  RURAL  ECONOMIC  DEVELOPMENT  ON  THE  NATIONAL,  REGIONAL 
AND  STATE  LEVELS.   THE  FOCAL  POINT  IN  SBA  FOR  RURAL  DEVELOPMENT  IS 


73-254  -  94  -  6 
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THE  OFFICE  OF  RURAL  AFFAIRS  AND  ECONOMIC  DEVELOPMENT  WHICH  WAS 
ESTABLISHED  IN  1991.   ONE  OF  THAT  OFFICE'S  RESPONSIBILITIES  IS  TO 
COORDINATE  WITH  OTHER  FEDERAL  AGENCIES  ON  RURAL  ECONOMIC 
DEVELOPMENT.   IT  MAINTAINS  A  LIAISON  WITH  THE  UNITED  STATES  TRAVEL 
AND  TOURISM  ADMINISTRATION  AND  NUMEROUS  OTHER  AGENCIES  TO  ASSIST 
SMALL  BUSINESSES  IN  RURAL  AREAS  WITH  TOURISM  PROMOTION  AND 
DEVELOPMENT. 

THE  SBA  ALSO  PARTICIPATES  AS  A  MEMBER  OF  THE  NATIONAL 
INITIATIVE  ON  RURAL  AMERICA  WHICH  FOCUSES  ON  COORDINATING  FEDERAL 
AGENCIES  WITH  STATE  RURAL  DEVELOPMENT  COUNCILS  TO  EMPHASIZE 
TOURISM  AS  A  DEVELOPMENT  TOOL.   AS  YOU  ARE  AWARE,  MR.  CHAIRMAN, 
THE  SBA  CENTRAL  OFFICE  STAFF  BRIEFED  YOUR  STAFF  COUNSEL  ON  TOURISM 
AND  BARRIERS  TO  TOURISM  DEVELOPMENT.   WE  ARE  PLEASED,  ALSO,  TO 
KNOW  THAT  CONGRESS  IS  WORKING  ON  AN  AUTHORIZATION  TO  HOLD  A  WHITE 
HOUSE  CONFERENCE  ON  TOURISM.   WE  HOPE  THAT  THIS  HEARING  WILL 
PROVIDE  IDEAS  FOR  THE  LIST  OF  PROJECTS  BEING  CONSIDERED  BY  THE 
CONGRESSIONAL  CAUCUS  ON  TOURISM  AND  THE  FEDERAL  RURAL  TOURISM  TASK 
FORCE.   THE  SBA,  OUR  LENDING  PARTNERS,  AND  OUR  FUNDED  RESOURCES, 
SUCH  AS  THE  SERVICE  CORPS  OF  RETIRED  EXECUTIVES  (SCORE) ,  THE  SMALL 
BUSINESS  INSTITUTES  (SBI) ,  AND  THE  SMALL  BUSINESS  DEVELOPMENT 
CENTERS  (SBDC) ,  LOOK  FORWARD  TO  PARTICIPATION  IN  THESE  PROJECTS. 

AND,  FINALLY,  ON  THE  NATIONAL  SCHEME  OF  THINGS,  THE  SBA 
SIGNED  A  MEMORANDUM  OF  UNDERSTANDING  IN  JUNE  1992  WITH  THE 
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U.S.  DEPARTMENT  OF  AGRICULTURE  IN  SUPPORT  OF  THE  PRESIDENT'S 
INITIATIVES  FOR  RURAL  DEVELOPMENT  (NOW  CALLED  THE  NATIONAL 
INITIATIVES  ON  RURAL  AMERICA) ,  WHICH  INVOLVES  18  FEDERAL 
DEPARTMENTS  AND  AGENCIES,  STATE  AND  LOCAL  GOVERNMENTS,  NATIVE 
AMERICAN  TRIBAL  COUNCILS,  TRADE  ASSOCIATIONS,  PUBLIC  INTEREST 
GROUPS,  ACADEMIA  AND  THE  PRIVATE  SECTOR.   RURAL  TOURISM  PROMOTION 
IS  AN  INTEGRAL  COMPONENT  OF  THIS  EFFORT. 

ON  THE  SOUTHEAST  REGIONAL  LEVEL,  THE  SBA  IS  INVOLVED  IN  A 
VERY  UNIQUE  RURAL  DEVELOPMENT  INITIATIVE  WHICH  I  WOULD  LIKE  TO 
TELL  YOU  ABOUT  EVEN  THOUGH  IT  IS  NOT  RELATED  SOLELY  TO  TOURISM  OR 
ONLY  TO  NORTH  CAROLINA. 

IN  1989,  THE  SBA  AND  THE  TENNESSEE  VALLEY  AUTHORITY  (TVA) 
FORMED  A  PARTNERSHIP  TO  BRING  BUSINESS  DEVELOPMENT  PROFESSIONALS 
INTO  THE  RURAL  COMMUNITIES  OF  TENNESSEE.   THE  PROGRAM  HAS  NOW  BEEN 
EXPANDED  TO  RURAL  AREAS  IN  ALL  THE  SOUTHEASTERN  STATES.   THE 
PROGRAM  IS  KNOWN  AS  BUSINESS  DEVELOPMENT  WEEK  (BDW)  AND  ITS  MAIN 
OBJECTIVE  IS  TO  HELP  RURAL  COMMUNITIES  BECOME  AWARE  OF  THE  OUTSIDE 
ASSISTANCE  AVAILABLE  TO  THEM  AND  CREATE  LINES  OF  COMMUNICATION 
BETWEEN  THE  SMALL  TOWNS  AND  THE  NETWORK  OF  BUSINESS  DEVELOPMENT 
RESOURCES . 

BUSINESS  DEVELOPMENT  WEEK  FEATURES  A  MOBILE  SMALL  BUSINESS 
ASSISTANCE  CENTER  (MSBAC) .   THIS  IS  A  MODIFIED  TRAILER  THAT  IS 
EQUIPPED  WITH  BUSINESS  ASSISTANCE  LITERATURE,  BUSINESS  VIDEO 
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PRESENTATIONS,  AND  COMPUTER  BUSINESS  PLAN  DEMONSTRATIONS  THAT 
PROVIDE  SUPPORT  FOR  THOSE  SEEKING  SMALL  BUSINESS  HELP.   THE 
TRAINED  MOBILE  SMALL  BUSINESS  ASSISTANCE  CENTER  STAFF  IS  AVAILABLE 
TO  PROVIDE  ANY  NECESSARY  ASSISTANCE  INCLUDING  CONFIDENTIAL,  COST 
FREE,  ONE-ON-ONE  COUNSELING  WITH  REPRESENTATIVES  FROM  VARIOUS 
BUSINESS  ASSISTANCE  ORGANIZATIONS.   DURING  THE  BUSINESS 
DEVELOPMENT  WEEK,  A  FULL  COMPLEMENT  OF  TRAINING  SEMINARS  IS 
OFFERED  ALONG  WITH  OTHER  SPECIAL  EVENTS. 

IN  NORTH  CAROLINA,  TOURISM  SEMINARS  HAVE  BEEN  OFFERED  AT  A 
NUMBER  OF  THE  BUSINESS  DEVELOPMENT  WEEK  LOCATIONS.   THE  CHARLOTTE 
DISTRICT  OFFICE  HAS  BEEN  ACTIVE  IN  THE  BUSINESS  DEVELOPMENT  WEEK 
PROGRAM  SINCE  1990.   THE  SBA  LOOKS  FORWARD  TO  THE  CONTINUED 
SUCCESS  OF  THIS  PROGRAM  IN  THE  FUTURE. 

AS  DO  MANY  STATES,  NORTH  CAROLINA  DEPENDS  A  GREAT  DEAL  ON 
TOURISM,  NOT  ONLY  HERE  IN  WILMINGTON,  BUT  STATEWIDE. 

WE  AT  SBA,  ALONG  WITH  OUR  RESOURCE  PARTNERS,  CONTINUALLY 
STRIVE  TO  ENSURE  THAT  THE  RURAL  AREAS  OF  THE  STATE  HAVE  ACCESS  TO 
ALL  PROGRAMS. 

OUR  SERVICE  CORPS  OF  RETIRED  EXECUTIVES  (SCORE)  CHAPTERS  ARE 
LOCATED  ACROSS  THE  STATE  WITH  A  NUMBER  OF  CHAPTERS  LOCATED  IN 
RURAL  AREAS  SUCH  AS  KILL  DEVIL  HILLS  ON  THE  OUTER  BANKS.   AS  YOU 
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WOULD  EXPECT,  A  GREAT  PERCENTAGE  OF  THE  CHAPTERS'  CLIENTS  ARE 
DEPENDENT  ON  TOURISM  FOR  SURVIVAL. 

THE  SMALL  BUSINESS  &  TECHNOLOGY  DEVELOPMENT  CENTER  PROGRAM 
(SBTDC)  IS  FUNDED  BY  SBA  AND  HAS  OFFICES  ACROSS  THE  STATE.  THEY 
REGULARLY  MAKE  SCHEDULED  CIRCUIT  RIDES  TO  APPROXIMATELY  50  RURAL 
COMMUNITIES.    THE  SMALL  BUSINESS  AND  TECHNOLOGY  DEVELOPMENT 
CENTER  HAS  ALSO  CONDUCTED  SEVERAL  SEMINARS  ON  TOURISM  IN  AN 
ATTEMPT  TO  EDUCATE  THE  SMALL  BUSINESS  COMMUNITY  IN  EFFECTIVE 
TOURISM  DEVELOPMENT  STRATEGIES. 

THE  SMALL  BUSINESS  TECHNOLOGY  DEVELOPMENT  CENTERS  MAINTAIN  A 
NETWORK  OF  REGIONAL  ECONOMISTS  WHO  ARE  STATIONED  IN  THE  RURAL 
REGIONAL  CENTERS.   THIS  NETWORK  IS  DEVELOPING  COUNTY  PROFILES 
WHICH  CAN  BE  USED  FOR  LOCAL  PLANNING  AND  DEVELOPMENT.   THEY  WILL 
ALSO  BE  DEVELOPING  A  STANDARD  METHODOLOGY  FOR  INVENTORYING  AND 
ASSESSING  ECONOMIC  DEVELOPMENT  RESOURCES  AND  PROGRAMS  AS  WELL  AS 
THE  STRENGTHS  AND  WEAKNESSES  OF  EACH  RURAL  COUNTY. 

THIS  NETWORK  OF  ECONOMISTS  IS  AVAILABLE  TO  WORK  WITH 
COMMUNITIES  OR  GROUPS  ON  ECONOMIC  DEVELOPMENT  STRATEGIES  IN 
ADDITION  TO  WORKING  WITH  INDIVIDUAL  SMALL  BUSINESS  CLIENTS. 

AT  THE  BEGINNING  OF  MY  COMMENTS,  I  MENTIONED  THE  FINANCIAL' 
ACTIVITY  OF  SBA  IN  TOURISM  AND  TRAVEL  BUSINESSES.  HERE  IN  NORTH 
CAROLINA,  THERE  ARE  EIGHTEEN  (18)  CERTIFIED  DEVELOPMENT  COMPANIES 
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(LIST  ATTACHED)  WHOSE  CHARTER  OF  ACTIVITY  CERTAINLY  INCLUDES  RURAL 
ECONOMIC  DEVELOPMENT  LOANS,  INCLUDING  LOANS  RELATING  TO  TOURISM 
AND  TRAVEL  BUSINESSES. 

THE  CHARLOTTE  SBA  DISTRICT  OFFICE  WORKS  CLOSELY  WITH  THE 
NORTH  CAROLINA  RURAL  DEVELOPMENT  CENTER,  WHOSE  MISSION  IS  TO 
INCREASE  DEVELOPMENT  IN  THE  STATE'S  MANY  RURAL  COUNTIES.   IN 
ADDITION  TO  LEADERSHIP  PROGRAMS,  THE  CENTER  FUNDS  A  NUMBER  OF  LOAN 
PROGRAMS  ACROSS  THE  STATE.   MANY  OF  THESE  LOANS  GO  TO  TOURISM- 
RELATED  SMALL  BUSINESSES  INCLUDING  THE  CRAFT-RELATED  SMALL 
BUSINESSES  NEEDING  ONLY  $500  AND  THOSE  BUSINESSES  NEEDING  LOANS  UP 
TO  $20,000  OR  $25,000.   SBA  RECENTLY  ENTERED  INTO  A  COOPERATIVE 
AGREEMENT  WITH  THE  RURAL  DEVELOPMENT  CENTER  WHICH  WILL  PROVIDE 
TECHNICAL  ASSISTANCE  TO  LOAN  RECIPIENTS  AS  WELL  AS  OTHER  BUSINESS 
OWNERS  NEEDING  ASSISTANCE.   WE  ANTICIPATE  DEVELOPING  ADDITIONAL 
PROGRAMS  WITH  THE  CENTER  WHICH  WILL  ENHANCE  THE  OPPORTUNITIES  OF 
SMALL  BUSINESSES  IN  NORTH  CAROLINA'S  VAST  RURAL  AREAS. 

ANOTHER  ORGANIZATION  WE  WORK  WITH  IS  THE  SELF-HELP  CREDIT 
UNION.   IT  WAS  FORMED  TO  FOCUS  ON  ECONOMIC  DEVELOPMENT  IN 
DEPRESSED  COUNTIES.   THEY  ARE  A  FULL  PARTNER  WITH  SBA  IN  PROVIDING 
FINANCING  AND  HAVE  GREATLY  IMPACTED  THE  NUMBER  OF  LOANS  MADE  TO 
SMALL  BUSINESSES  IN  RURAL  COUNTIES.   IN  1990,  THEY  WERE  APPROVED 
AS  A  NON-BANK  LENDER  UNDER  SBA'S  GUARANTEED  LOAN  PROGRAMS.   IN 
1992,  THEY  WERE  SELECTED  TO  ADMINISTER  THE  AGENCY'S  MICROLOAN 
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PROGRAM,  AND  IN  1993,  THEY  RECEIVED  AN  ADDITIONAL  LOAN  FROM  THIS 
PROGRAM. 

WITHIN  THE  LAST  MONTH,  SELF-HELP  CREDIT  UNION  HAS  RECEIVED 
CERTIFICATION  AS  A  STATEWIDE  CERTIFIED  DEVELOPMENT  COMPANY  UNDER 
SBA'S  504  PROGRAM.   THEIR  TRACK  RECORD  SINCE  BEING  FORMED  IN  1980 
IS  IMPRESSIVE,  AND  HAS  IMPROVED  THE  ECONOMIC  LANDSCAPE  FOR  MANY 
FROM  NORTH  CAROLINA'S  MOST  DEPRESSED  AREAS.   WITH  ADDED  LENDING 
AUTHORITY,  WE  EXPECT  THEIR  RECORD  TO  CONTINUE  TO  IMPROVE. 

AS  STATED  EARLIER  IN  MY  REMARKS,  LOAN  ACTIVITY  SPECIFIC  TO 
TOURISM  IS  HARD  TO  EXTRACT.   HOWEVER,  WE  DO  KNOW  THAT  WHEN  LOANS 
ARE  MADE  TO  RESTAURANTS  IN  THE  COASTAL  AREAS,  A  GREAT  PERCENTAGE 
OF  THEIR  REVENUES  AND  THE  ULTIMATE  SUCCESS  OF  THAT  BUSINESS  WILL 
DEPEND  ON  TOURISM.   IT  IS  MUCH  EASIER  TO  POINT  TO  THE  BED  & 
BREAKFAST  INNS,  MARINAS  OR  CAMPGROUNDS  AS  DIRECTLY  RELATED  TO 
TOURISM.   THE  SEA  IN  NORTH  CAROLINA  HAS  PROVIDED  FINANCING  TO  ALL 
OF  THESE  VARIOUS  BUSINESSES  AND  OUR  OVERALL  LOAN  STATISTICS  MIRROR 
THE  NATIONAL  FIGURES  CITED  PREVIOUSLY.   WE  ARE  PROUD  OF  THE 
OUTREACH  OF  OUR  LOAN  PROGRAMS.   NORTH  CAROLINA  IS  A  STATE  OF  100 
COUNTIES  WHICH  ARE  GEOGRAPHICALLY  HARD  TO  COVER  FROM  CHARLOTTE. 
YET,  OVER  THE  PAST  FOUR  YEARS,  THE  NUMBER  OF  COUNTIES  WITH  LOAN 
APPROVALS  ROSE  EACH  YEAR. 

NASCAR  RACING  HAS  ITS  ROOTS  IN  THE  CAROLINAS,  AND  WE  AT  SBA 
HAVE  BEEN  A  PART  OF  ITS  CONTINUING  SUCCESS.   IN  RECENT  YEARS,  WE 
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FINANCED  A  SPEEDWAY  WHICH  HOLDS  MINOR  NASCAR  EVENTS.   THE  SPEEDWAY 
IS  LOCATED  IN  RURAL  EASTERN  NORTH  CAROLINA  AND  DRAWS  COMPETITORS 
FROM  SEVERAL  SURROUNDING  STATES.   THIS  INFLUX  OF  OTHERS  INTO  THE 
STATE  IS  ONE  OF  THE  MOST  IMPORTANT  ASPECTS  OF  TOURISM,  AS  THIS 
BRINGS  IN  NEW  MONEY  TO  THE  COMMUNITY  BENEFITING  NEARLY  ALL  ITS 
RESIDENTS. 

TODAY,  OTHERS  WILL  OUTLINE  THE  IMPACT  OF  TOURISM  ON  THE 
STATE'S  ECONOMY.   I  WOULD  LIKE  TO  ADD  THAT  THE  STRENGTH  OF  NORTH 
CAROLINA'S  ECONOMIC  DEVELOPMENT  IS  THE  COOPERATIVE  AND 
COLLABORATIVE  EFFORTS  OF  THE  MANY  DIVERSE  PROGRAMS  WITHIN  THE 
STATE,  WHETHER  THEY  BE  FEDERAL,  STATE  OR  LOCAL.   AS  AN  EXAMPLE, 
THE  SBA'S  DISTRICT  OFFICE  IS  A  MEMBER  OF  THE  EXECUTIVE  COMMITTEE 
OF  THE  STATE'S  RURAL  DEVELOPMENT  COUNCIL,  WHICH  WAS  MENTIONED 
EARLIER  AS  PART  OF  SBA'S  NATIONAL  EFFORTS. 

MR.  CHAIRMAN,  I  BELIEVE  THAT  THERE  IS  CERTAINLY  NO  LACK  OF 
DEDICATION  ON  THE  PART  OF  THE  SBA  AND  OUR  RESOURCE  PARTNERS  TO  THE 
MISSION  OF  RURAL  DEVELOPMENT  WHICH  INCLUDES  DEVELOPMENT  OF  TOURISM 
IN  RURAL  AREAS.   I  BELIEVE  OUR  CHALLENGE  IS  TO  PROMOTE  THE 
COMMUNICATION  AND  EXCHANGE  OF  INFORMATION  TO  ALLOW  THE  COMMUNITY 
LEADERS  TO  BE  MORE  AWARE  OF  WHAT  OTHERS  ARE  DOING.    THIS  WILL 
ALLOW  THEM  TO  FIND  AND  CHOOSE  THE  PROJECTS  THAT  ARE  BEST  SUITED 
FOR  THEIR  COMMUNITIES. 
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THANK  YOU  AGAIN  FOR  THE  INVITATION  TO  THIS  HEARING  AND  1 
ASSURE  YOU  WE  ARE  READY  TO  HELP  IN  ANY  WAY  WE  CAN. 

ATTACHMENTS  SECTION: 

•  SCORE  CHAPTERS  LISTING 

o  SBDC  SUBCENTERS  LISTING 

»  CERTIFIED  DEVELOPMENT  COMPANIES  LISTING 
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North  Carolina  SCORE  Chapters 


Durham  SCORE  Chapter  363 
3308  Chapel  Hill  Blvd.,  Suite  128 
Durham,  NC  27704 
919/541-2171 


Wilmington  SCORE  Chapter  283 
2  Princess  St.,  Ste.  103 
Wilmington,  NC  28401 
919/343-4576 


Outer  Banks  SCORE  Chapter  497 

P.O.  Box  1757 

Kill  Devil  Hill,  NC   27948 

919/441-8144 


Hendersonville  SCORE  Chapter  242 
Church  &  4th  Sts. 
Hendersonville,  NC  28792 
704/693-8702 


Chapel  Hill  SCORE  Chapter  ACE 
P.O.  Box  2897 
Chapel  Hill,  NC  27514 
919/967-7075 


Raleigh  SCORE  Chapter  96 
P.O.  Box  406 
Raleigh,  NC  27602 
919/856-4739 


UNIFOUR  SCORE  Chapter  343 
P.O.  Box  1828 
Hickory,  NC   28603 
704/328-61 1 1 


High  Point  SCORE  Ace  Chapter 

P.O.  Box  5025 

High  Point,  NC    27262 

919/882-8625 


Sandhills  SCORE  Chapter  364 

P.O.  Box  458 

Southern  Pines.  NC  28378 

919/692-3926 


Down  East  SCORE  Chapter  577 

P.O.  Box  334 

New  Bern,  NC  28560 

919/633-6688 


Asheville  SCORE  Chapter  137 
Federal  BIdg..  Room  272 
Asheville.  NC  28801 
704/259-0786 


Charlotte  SCORE  Chapter  47 
200  North  College  St.,  Ste.  A20I5 
Charlotte,  NC  28202 
704/344-6576 
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Small  Business  Technical  Development  Business  Centers 


Small  Busines  &  Technology 

P.O.  Box  874 

Eliz.  City,  NC   27909 

919/335-3274 


Capital-Sandhills  Area 

4509  Creedmoor  Rd.,  Suite  201 

Raleigh,  NC   27612 

919/571-4154 


Small  Business  &  Technology  Dev. 
P.O.  Box  13025 
Winston-Salem,  NC  27110 
919/750-2030 

Small  Business  &  Technology  E>ev. 
601  S.  College  Road 
Wilmington,  NC   28403 
919/395-3744 

Small  Business  &  Technology  Dev. 
P.O.Box  1334 
Fayetteville,  NC  28302 
919/486-1727 

Small  Business  &  Technology  Dev. 
Walker  College  of  Business 
Boone,  NC  28608 
704/262-2492 

Small  Business  &  Technology  Dev. 
C.  H.  Moore  Agr.  Res.  Ctr.  POB  D-22 
Greensboro,  NC  27411 
919/334-7005 

Small  Business  &  Technology  Dev. 
1st  &  Reade  St.,  Willis  Bldg. 
Greenville,  NC   27858 
919/757-6157 

Small  Business  &  Technology  Dev. 
8701  Mallard  Creek  Rd. 
Charlotte,  NC   28262 
704/548-1090 


Small  Business  &  Tech.  Dev.  Ctr. 
840  Second  Street,  N.E.,  Suite  202 
Hickory,  NC  28601 
704/345-1110 

Small  Business  &  Tech.  Dev.  Ctr. 
3400  N.  Wesleyan  Blvd. 
Rocky  Mount,  NC   27804 
919/985-5130 

Small  Business  &  Tech.  Dev.  Ctr. 
608  Airport  Rd.  Suite  B 
Chapel  Hill,  NC   27514 
919/962-0389 


Small  Business  &  Technology  Dev. 
Ctr.  for  Improving  Mtn.  Living 
Cullowhee,  NC  28723 
704/227-7494 
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Certihed  Development  Companies 


Advancement,  Inc. 
711  North  Cedar  St. 
Lumberton,  NC  28358 
919/738-4851 

Albemarle  Dev.  Authority,  Inc. 
P.O.  Box  646 
Hertford,  NC  27944 
919/426-5755 

Asheville  Buncombe  Dev.  Corp. 
P.O.  Box  1010 
Asheville,  NC  28801 
704/258-6118 

Capital  Economic  Development  Corp 
P.O.  Box  1443 
Raleigh,  NC  27602 
919/832/4524 

Neuse  River  Development  Authority 

P.O.  Box  1717 

New  Bern,  NC  28563 

919/638-6724 

Pitt  County  Dev.  Commission 
Ills.  Washington  St. 
Greenville,  NC  27835 
919/758-1989 

Region  D  Certified  Dev.  Corp. 
P.O.  Box  1820 
Boone,  NC   28607 
704/264-5558 

Region  E  Development  Corp. 
317  First  Ave.  NW 
Hickory,  NC   28601 
704/322-9191 

Region  K  Certified  Dev.  Co. 
P.O.  Box  709 
Henderson,  NC   27536 
919/492-8561 


Smoky  Mountain  Dev.  Corp. 
100  Industrial  Park 
Cullowhee,  NC   28723 
704/452-1967 

Wilmington  Industrial  Dev.  Inc. 
P.O.  Box  1698 
Wilmington,  NC   28402 
919/763-0013 

Mid-East  Certified  Dev.  Corp. 
P.O.  Box  1787 
Washington,  NC   27889 
919/994-1038 

Region  C  Development  Corp.,  Inc 
P.O.  Box  841 
Rutherfordton,  NC   28139 
704/287-2281 

Mid-Carolina  Regional  Dev.  Auth. 
P.O.  Drawer  1510 
Fayetteville,  NC  28302 
919/323-4191 

Northwest  Piedmont  Dev.  Corp 
280  S.  Liberty  St. 
Winston-Salem,  NC   27101 
919/722-9346 

Centralina  Dev.  Corporation  Inc. 
P.O.  Box  35008 
Charlotte,  NC  28235 
704/372-2416 

Charlotte  Certified  Dev.  Corp. 
200  S.  Tryon  St.,  Suite  920 
Charlotte,  NC   28202 
704/373-0160 
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CAPTUaiHG  TOURISTS'  DOLtARS  OUTSIDE  YOUR  COHKUMITX 

Caorga  MeK«eu«n 

Uatemark  Aseoclatloo  of  ActlsanSi  Inc. 

Camden,  North  Carolina 


The  effect  tourism  has  on  coonnunl ties  around  the  world  Is  well  documented. 
Unfortunately,  there  ha»  Veen  little  iDdeptb  Investigation  Into  how  tourism 
can  be  used  as  a  malnaprlng  fuf  economic  development  ic  rural  areas.  Of 
cpcelal  Interest  to  WatermaiK  Ab&oclatlon  of  Artisans,  Inc.  Is  What  kinds 
o{  stcatcglca  ccaft  artisans  caa  dvvlse  to  take  advantage  of  tourism 
dollars  to  help  Invigorate  stagnant  or  shrlnglng  economies  In  Isolated, 
rural  parte  of  the  country. 

Tourists*  dollars  can  be  a  major  Incentive  for  craft-related  self- 
employment  strategies.  This  can  be  seen  by  the  number  of  craft  artisans 
whose  Incomes  depend  oo  geut^caphlcal  locations  such  as  those  iD  areas  In 
the  mountains  of  North  Carolina,  In  the  seaport  towns  In  New  England,  and 
In  other  areas  where  tourists  are  attracted  by  natural  phenomena  or  b/ 
commercial  operations  such  as  Disney  World. 

This  also  is  true  of  where  crafta  and  Certain  lifestyles  are  the  main 
attractions.  The  Amlsh  of  Pennsylvania  and  the  Indian  artisans  of  Santa  Fe 
are  two  prime  examples  of  this.  An  example  of  pure  cotunerclallBiD  attracting 
tourists  la  the  Pottery  Factory  complex  near  Williamsburg,  Virginia.  For 
all  of  the  hutiJceds  of  millions  of  dollars  spent  for  restoration, 
publicity,  and  advertising  for  Colonial  Williamsburg  to  attract 
blutorlcally  interested  persons,  more  tourists  go  to  the  Pottery  Factory,  a 
major  complex  of  gift  outlvLb  located  eight  Joiles  from  Colonial 
Williamsburg  than  visit  Colonial  Williamsburg  Itself. 

Most  ersft  ortloons  across  the  couutiy  find  tourists  dollars  to  be  a  major 
courec  of  their  Incomes;  therefore,  many  Operate  close  to  most  tourists 
destinations  where  they  can  provide  a  substantial  number  of  products  for 
aouvenlor  ahops  and  other  tourist  dependent  Stores. 

In  1991-92  a  Feasibility  Study  of  liarKeting  North  Carolina  Products  was 
undertaken  by  the  Hortheas tern  Education  and  Development  (NklEO)  Foundation, 
Inc.  It  waa  learned  In  the  two  year  survey  conducted  Of  a  cross-section  of 
273  North  Carolina  craft  artisans  that  fifty-three  percent  of  them -sold 
their  products  primarily  to  tourists  or  to  tourism  related  gift  shops. 

But  whot  about  the  craXt  artisan  o*  Craft  organizations  located  in  areas 
where  few  tourists  go  or  even  few  pass  through  On  their  way  to  somewhere 
else?  Watermark  Association  of  Artisans,  Inc.,  located  in  rural 
northeastern  Camden,  North  Carolina  Is  such  an  organization.  Watermark  is  a 
Be«bcr-o*med  cooperative  of  77(5  members,  with  400  actively  selling  through 
the  co-op.  Approximately  one  liall  of  its  active  members  (200  artisans)  are 
hobbylats  who  earu  from  several  hundred  to  several  thousand  dollars  pec 
year  from  salea  In  WatermacW's  retail  shop  (annual  retail  sales  -  |70,000). 
The  other  200  active  members  earn  from  $10,000  to  $30,000  In  yearly  Income 
from  the  co-op  wholesaling  their  crafts.  These  are  primarily  women  who  have 
to  supply  substantial  or  total  Incomes  for  their  families;  thus,  they  must 
have  a  dependable  source  of  monthly  Incone. 
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In  order  for  Wotecmark  to  t>«  abl«  to  Bupply  fairly  conaHtent  monthly 
Income  to  Its  membecs.  the  cooperatlva  has  had  to  devise  tales  strategies 
which  would  generate  Bore  Income  than  could  be  derived  fron  the  meager 
seasonal  local  tourist  sales.  Also  part  of  the  sales  strategies  was  the 
Ideas  that  Watermark  did  not  want  to  compete  with  th«  few  other  local 
businesses  for  the  tourists'  sales  dollars  thereby  cutting  into  smaller 
amounts  the  weak  retail  sales  volume  In  the  community. 

Watermark,  there foie,  has  chosen  to  pursue  tourism-related  sales  on  the 
national  and  International  levels  by  selling  Its  handmade  gifts  and 
accessories  to  shops,  specialty  stores,  etc.  which  have  their  own  access  to 
tourists  and  other  customer  bases  from  Chicago  to  San  Franslcso  to  Tokyo  to 
Paris  to  London  to  New  York  City.  By  selling  wholesale,  Watermark  has  been 
able  to  supply  a  variety  of  stores  both  with  product  lines  and  at  prices 
which  It  would  never  have  been  able  to  have  done  locally. 

la  order  to  compete  lu  the  national  and  International  marketplaces, 
Watermatk  has  had  to  be  pro-active  and  market  driven.  Keeping  abreast  of 
current  color  schemes,  trends,  and  other  marketing  particulars  Is  critical. 
Being  able  to  Identify  windows  of  opportunity  and  quickly  gearing 
production  to  take  advantage  of  those  special  project  opportunities  are 
keys  to  Watermark's  success.  Probably  most  Important  to  Watermark's  success 
has  been  the  strategy  of  being  market  driven:  seeing  what  products  need  to 
be  developed  for  the  marketplace  and  then  developing  them  as  opposed  to 
developing  the  products  and  later  trying  to  find  a  market  for  them. 

Wholcoole  marketing  ccafti  au  a  strategy  for  rural  economic  development  has 
been  successful  for  Watermark  for  a  variety  of  reasons: 

1.  Tbero  lo  very  low  Initial  oud  continued  capital  outlay  for 
equipment  and  raw  matecials.  No  capital  outlay  Is  needed  for  a 
plant  alnce  most  work  is  done  al  home. 

2.  Where  the  business  operates  la  not  dependent  on  specific 
geographical  location  requirements  ui:  close  proximity  to  the  buyers 
of  the  products. 

3.  Pew  skills  ace  needed  lo  begin  working  and  training  to  develop 
advanced  skills  can  be  pecfuciDed  In-house  and  Is  inexpensive. 

4.  Hembers  are  self-employed}  lli«ceCuce,  Lhey  are  their  own  bosses  and 
establish  their  own  work  schedules  within  timelines  dictated  by 
orders.  They  also  learn  how  to  operate  »  busluesu  and  many  spin  off 
their  own  buBluesees  due  to  business  skills  and  self-confidence 
gained  through  their  work  «i  Watermark. 

5.  The  buaiaeaa  operates  like  a  hybiiil  bualuess.  lu  addition  Lu  the 
regular  business  goala,  there  are  buclal  Justice  and  economic 
Justice  goals.  (Social  JubLlce  goals:  everyone  treated  equally, 
eapowenent  issues  are  important,  sel£-develu|>meuL  of  Individual  la 
emphasised.  Economic  Justice  guulsi  the  co-op  takes  only  enough 
■oney  to  cover  operating  expenses,  ae  the  members  nake  nor*  foe 
their  work.  Co-op  minimum  wage  is  )5.S0  with  the  range  going  88 
high  as  $20.00  pet  hour.  This  far  exceeds  local  wages.) 

'   ••   .       >       >  \  ....   »...._   ...   .i.„..   ,.  =  -,   i.„   vtrh   rS..<r 
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Watermark  hae  never  received  any  money  fron  the  state  of  North  Carolina  and 
has  had  one  sdsII  Office  ui  CuinjiiuulLy  Servlce6  ^rant  froD  the  federal 
goveiomeat  (lu  htflp  vunelruct  Its  building).  The  cooperative  always  has 
supported  Its  operations  by  malclag  a  pioClt  Ihruuiiih  coulrulled  giowtb  and 
sound  business  practices.  At>  a  rebulL  of  Watermark's  success  since  Its 
founding  In  1978,  over  63  groupu  from  across  the  Onlted  States  have  cone  to 
Watermark  seeking  tralulng  lu  statllug  bXiiiilac  operations  In  Lhelr  areas. 
Overseas  groups  liave  cuwv  foe  training  after  having  read  articles  written 
about  Watermark.  Rvpiv^eutaLlveb  of  organizations  have  come  from  Bulgaria, 
Tanzania,  Miiurlllus,  RuKbla,  Ukraine,  Somalia,  the  Philippines,  Canada, 
Ireland,  Gambia,  aud  Hungary.  The  Agency  for  International  Development 
(aid)  aud  ParLuers  for  International  Education  and  Training  (PIET)  have 
sent  for  Internship  training  at  WaLenuark  repret>enLaLlveb  from 
organizations  In  foreign  Countries. 

Approximately  two-lhlids  of  Waleriiiark'b  over  $1,OOC,000  yearly  baleb  t>Llll 
are  to  stores  which  Ovpviid  primarily  on  LourlaLs'  dollars.  The  strategy  of 
reaching  outside  of  a  rural  area  to  sell  products  locally  made  Is  3  valid 
one  as  Watermark's  eAaiuple  pvuves.  Tlie  Income  generated  lb  paid  to  the 
co-op's  membcr-uwuera  who  pump  the  money  back  Into  the  local  economy  for 
supplies,  e<4ulpiiieiit,  food,  ullllLleb,  aud  other  necessities.  Using  the 
standard  luulllpller  effect,  tlie  Impact  of  the  money  Is  three-fold;  for 
every  one  dollar  paid  to  tlie  worker,  It  lu  turned  Into  three  dollars  In  the 
local  economy.  This  lb  a  great  bonus  to  small,  rural  economies.  It  also  Is 
the  opposite  of  what  occurs  with  chain  stores  and  businesses  which  are 
owned  outside  of  the  locality  lu  which  they  operate.  Tliey  take  Lhelr 
profits  away  from  the  community  and  deposit  them  elsewhere. 

Dalug  uou-lcadi tional  btralegies  to  capture  tourists*  dollars  which 
ordinarily  would  nut  be  pret>enL  In  the  local  economy  can  be  beneficial  to 
Isolated,  rural  ai:<iaA  by  creating  ciiiplt.>ymetil  Oi>i/ui  tuiilliee  fui,  wwikeio  and 
by  pu/uplng  thousands  of  dollars  into  their  often  stagnant  local  economies. 


Willis,  Gerri.  The  Virginian  Pilot.  "Success  Is  Easier  Than  Succession"] 
October  14,  1990;  Section  E,  K 
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reasibili ty     Study     of     Marketing     North     Carolina     Products     on  -a^    National 

Level.     Northeabtern    Education    and    Development    (NEED)    Fecundation,     Inc.: 

Crtoden,    NCJuoe    1992. 
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STATEMENT 

By 

Terri  B.  Phykitt 

ChairiMn  of  Trav«l 

EAstern  North  Carolina  Chamber  of  Commerce 

Before 

THE  SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION,  AND  TOURISM 

Of 

The  Committee  on  Small  Business 

UNITED  STATES  HOUSE  OF  REPRESENTATIVES 

At 

Hearing  being  conducted  in  Wilmington.  North  Carolina 

Monday .  October  4 ,  1993 

Chairman  Bilbray  and  members  of  the  Subcommittee  on  Procurement. 
Taxation,  and  Tourism,  I  am  Terri  8.  Phykitt,  Chairman  of  Travel  for  the 
Eastern  North  Carolina  Chamber  of  Commerce. 

Please  let  me  Join  those  in  welcoming  you  to  Wilmington  and  to 
express  appreciation  to  you  for  conducting  this  hearing  today  in  Eastern 
North  Carolina.  We  especially  recognize  Representative  Eva  Clayton  for  all 
she  is  doing  to  bring  the  focus  to  bear  on  our  region  of  North  Carolina. 

Eastern  North  Carolina  is  a  43  county  region  in  which  live  2.6 
million  men.  women,  and  children. 

Traditionally  it  has  derived  its  economy  primarily  from  Agriculture, 
and,  secondarily,  from  small  manufacturing  plants  that  are  scattered  among 
its  more  populated  communities.  While  it  has  some  of  our  state's  most 
productive  economic  statistics  occurring  in  some  of  its  areas,  it  al&o  has 
areas  in  which  the  economy  is  virtually  at  a  standstill  with  more  than 
half  of  the  population  in  those  specific  areas  receiving  federal,  state, 
and  local  support  in  order  to  live. 

The  region,  as  a  result,  is  not  economically  self-sufficient.  In 
fact,  a  study  conducted  for  the  Eastern  North  Carolina  Chamber  of  Commerce 
seven  years  ago  by  the  marketing  research  arm  of  8S&T,  the  region's 
largest  banking  institution.  Indicated  that  the  region  could  never  be  self 
sufficient  as  long  as  it  depended  only  on  Agriculture  and  industry  as  its 
two  major  economic  factors.  The  study  indicated  that  a  third  major 
economic  factor  needed  to  be  brought  on  line  even  to  have  the  opportunity 
to  reach  economic  self-sufficiency. 

Offcials  of  the  Eastern  Chamber,  thereby,  began  to  examine  the 
possibities  for  developing  a  third  major  economic  factor.  This  examination 
resulted  in  the  decision  to  consider  Tourism  as  the  third  major  economic 
factor .  Why? 

Eastern  North  Carolina  is  a  historic  place,  in  fact,  it  is  the  first 
historic  place  in  this  nation.  Glenville,  Raleigh,  and  Drake  landed 
parties  from  England  on  its  shores  more  than  400  years  ago,  and  these 
efforts  resulted  in  the  colonization  of  this  new  world  that  was  later  to 
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-  b«co(ne  the  United  Stataa  of  AmericA.  Me  have  the  nation's  first  history  in 
abundance.  Ue  also  hav/e  some  very  outstanding  natural  resources  in  our 
ocean  shoreline  and  in  our  rivers  and  their  tributaries.  Tourism  was 
already  in  its  unorganized  infancy  and  growing  when  the  Eastern  Chamber 
carried  out  its  examination. 

Since  that  time,  it  has  been  determined  that  several  things  needed  to 
happen  if  Tourism  was  to  be  developed  into  the  third  major  economic  factor 
for  Eastern  North  Carolina.  They  are:  1.  the  people  and  business  needed  to 
be  sold  on  this  potential.  This  has  been  accomplished;  2.  the  counties  had 
to  be  encouraged  to  establish  Tourism  Development  Authorities  across  the 
region  and  to  fund  them  with  motel  and  hotel  room  taxes.  This  is  in  the 
process  of  being  accomplished;  3.  the  region  had  to  consider  the 
development  of  at  least  15  significant  attractions  that  will  stop  at  least 
1,000  motor  vehicles  each  a  day  so  that  their  occupants  can  visit  these 
attractions.  Five  of  these  attractions  are  now  in  the  development  stage. 
They  are:  a.  the  National  Marine  Air  Museum  adjacent  to  the  Cherry  Point 
Marine  Air  Station,  b.  the  Eastern  North  Carolina  Horse  Center  at 
Willlamaton  in  Martin  County,  c.  the  Civil  War  Corridor,  a  series  of 
battlesites  along  the  U.S.  Highway  70  corridor  from  Durham  to  Fort  Macon 
in  Carteret  County,  d.  the  Indian  Heritage  Village  in  Robeson  County,  near 
Pembroke,  and  e.  the  National  Peanut  Museum  in  Halifax  County  near  Roanoke 
Rapids.  And.  others  are  being  considered;  4.  those  local  citizens  who  are 
working  to  develop  these  attractions  need  help  in  planning  and 
implementation  from  State  and  Federal  Specialists,  and  5.  a  regional 
marketing  plan  needs  to  be  developed  and  put  into  place. 

It  is  believed  by  many  of  those  working  in  Tourism,  within  our 
committee,  and  out  in  the  region  as  a  whole,  that  with  the  Implementation 
of  the  planning  outlined  above.  Eastern  North  Carolina  can  become  a 
national  Tourist  destination  and  that  travelers  from  all  over  the  country 
will  come  to  North  Carolina  to  spend  leisure  time  in  Eastern  North 
r^i  ,■>]  ina  . 

Such  a  successful  conclusion  of  this  effort,  coupled  with  the 
continued  success  in  Agriculture,  and  the  continuing  recruitment  of 
manufacturing  businesses,  will,  finally,  insure  the  people  of  Eastern 
North  Carolina  economic  self-sufficiency,  a  goal  for  which  we  all  are 
str  iving. 

State048-ENCCC 
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THE  NORTHEASTERN  ECONOMIC  DEVELOPMENT  COMMISSION 

Elizabeth  City  State  University,  Campus  Box  874 

Elizabeth  City,  NC  27909 

September  23,  1993 


Congressman  James  H.  Bilbray 

Chairman,  US  House  of  Representatives 

Committee  on  Small  Business 

Subcommittee  on  Procurement,  Taxation,  and  Tourism 

Room  363  House  Office  Building 

Washington,  DC.  20515-6317 

Dear  Congressman  Bilbray, 

Thank  you  for  the  opportunity  to  testify  before  the  Subcommittee  on  Procurement,  Taxation  and 
Tourism  in  Wilmington,  NC.  on  Monday,  October  4th,  1993. 

Per  you  request,  I  have  attached  a  copy  of  my  written  testimony. 

I  also  indicated  to  Mr.  Felix  Martinez  of  your  staff,  that  I  would  submit  for  your  information,  a 
copy  of  the  regional  economic  development  strategy  for  northeastern  NC.  as  it  represents  an 
example  of  a  comprehensive  tourism  economic  development  strategy. 

I  look  forward  to  meeting  you  on  October  4th. 


Sincerely, 


Bunny  Sanders, 

Director,  Tourism  Development  Office 

Northeast  N.C.  Economic  Development  Commission 
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TESTIMONY  FOR  US  HOUSE  OF  REPRESENTATIVES 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION.  AND  TOURISM 

October  4,  1993  in  Wilmington,  NC 

Chairman  Bilbray,  Congresswoman  Eva  Clayton,  Other  Committee  Members, 

Thank  you  for  the  opportunity  to  address  this  body  regarding  tourism  as  an  economic 
development  option  for  rural  areas.  I  do  not  think  that  there  is  any  question  about  the 
viability  of  tourism  as  an  economic  development  strategy  for  rural  areas.  What  might 
not  be  as  clear  is  how  best  to  approach  the  development  and  implementation  of  a  strategy 
for  rural  tourism. 

The  environment  for  the  recruitment  of  industry  in  rural  areas  is  generally  poor,  and 
the  development  and  growth  of  small  business  is  practically  impossible  because  remote 
rural  communities  generally  lack  access  to  adequate  consumer  markets. 

Tourism  represents  an  opportunity  to  attract  markets  that  can  afford  the  goods  and 
services  that  might  be  oflFered  by  small  businesses.  The  question  facing  the  rural 
community  is:  WHAT  DO  WE  HAVE  TO  SELL  TOURISTS  AND  WHY  WOULD 
THEY  COME  TO  A  REMOTE  RURAL  AREA  FOR  VACATION?  The  answer  is: 
DESTINATION  TOURIST  ATTRACTIONS  MUST  BE  DEVELOPED. 

Tourism  must  be  recognized  as  a  industry  with  the  potential  to  change  the  entire 
economics  of  rural  areas.  But  we  must  also  recognize  that  private  investment  must  drive 
the  development  of  tourist  attractions.  In  order  to  stimulate  private  investment,  there 
must  be  incentives  for  tourism  development,  as  there  are  incentives  for  traditional 
industrial  development.  The  public  sector  must  not  expect  developers  to  provide 
infi^tructure  such  as  sewer,  water  treatment,  roads,  and  transportation  systems  if  we 
expect  to  lure  them  to  remote  undeveloped  areas  which  they  consider  high  risk. 

I  submit  that  public  expenditures  on  infrastructure  in  wrzi  areas  can  be  designed  to 
guarantee  a  return  on  the  tax-payers  dollar.  This  can  be  done  by  requiring  that 
expenditures  on  infrastructures  be  contingent  upon  the  commitment  to  develop  an 
attraction. 

Once  development  begins,  jobs  are  created  in  the  building  phases,  followed  by  jobs 
created  for  operation  of  these  attractions.  Employees  of  the  attractions  receive  health 
benefits,  education  improves  because  the  tax  base  is  increased,  resulting  infrastructure 
benefits  entire  communities,  and  the  quality  of  life  of  an  entire  region  generally 
improves. 
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It  is  also  important  to  offer  special  funding  for  pilot  projects  to  complement 
development  of  rural  tourism  in  order  to  demonstrate  its  potential  for  success. 
Developers  must  be  convinced  of  the  profit  making  potential  of  rural  America.  The 
benefits  of  rural  tourism  justify  the  public  sector  investment  in  demonstrating  this 
potential.  However,  all  such  funding  should  be  directly  related  to  strategies  designed  to 
attract  private  sector  investment  in  tourist  related  development.  In  addition,  it  should  be 
expected  to  stimulate  industrial  or  small  business  development  that  complements  the 
tourism  strategy. 

It  is  important  to  note  what  Dr.  Ed  Bergman,  Director  of  the  Institute  for  Economic 
Development,  UNC-CH,  wrote  in  a  paper  entitled,  Eco-tourism  in  Tyrrell  County, 
Opportunities,  Constraints,  and  Ideas  for  Action:  He  Wrote,  "The  development  of  a 
tourism-based  economy  in  Tyrrell  County  will  require  promoting  many  different 
recreation  opportunities  in  the  region."  This  suggests  a  regional  approach  to  tourism. 
Or  as  Dr.  Bergman  put  it,  "A  critical  mass  of  recreational  activity  in  the  region". 

Most  rural  communities  are  too  small,  or  too  remotely  located,  and  have  too  few 
resources  to  create  this  all  too  important '  'critical  mass  of  recreational  activity  on  their 
own.  In  Northeastern  N.C.,  we  have  developed  an  approach  which  treats  an  entire  region 
as  one  unit  for  purposes  of  tourism  development.  This  required  that  we  first  identify  the 
marketable  assets  common  to  most  or  all  the  communities  located  within  the  designated 
action  area.  In  Northeastern  N.C.  the  major  asset  shared  by  the  entire  sixteen  counties 
is  our  waterways. 

Northeastern  N.C.  has  the  largest  SOUNDSystem  and  more  inland  waterways  than 
any  area  in  the  country.  Therefore,  it  has  been  legislated  by  the  N.C.  General  Assembly 
that  The  Northeastern  N.C.  Tourism  Development  Office  implement  a  water-based 
tourism  strategy.  Other  common  and  marketable  assets  indigenous  to  our  area  include: 
Hunting  and  Fishing,  Crafts,  Historic  Sites,  and  the  Natural  Beauty  of  the  Eco-systems. 
All  very  marketable,  all  with  a  tremendous  potential  to  attract  tourists.  Having  identified 
our  marketable  assets,  we  determined  how  these  assets  must  be  packaged  for  develop- 
ment. This  required  planning  with  a  double  focus.  The  vision  had  to  be  clear, 
comprehensive,  and  marketable  both  from  the  perspective  of  attracting  potential 
developers,  and  ultimately  tourists  who  will  visit  their  attractions. 

No  one  developer  is  likely  to  develop  an  attraction  in  a  remote  area  of  northeastern 
N.C.  or  any  other  remote  area  of  rural  America  because,  as  Dr.  Bergman  states,  "No 
single  attraction  will  be  sufficient  to  sustain  significant  economic  activity  in  the  area  and 
a  new  attentiveness  to  visitor  expectation".  We  therefore  borrowed  from  the  mall 
concept,  where  there  is  an  anchor  or,  in  our  case,  destination  projects  in  each  county, 
around  which  a  family  might  plan  a  vacation.  Tourists  who  visit  these  sites  will  create 
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markets  for  existing  smaller  attractions  and  stimulate  small  business  start-ups  in 
surrounding  locations  to  accommodate  the  demand  for  a  variety  of  activities  that  tourists 
traditionally  seek.  Private  Developers  will  be  recruited  to  develop  these  destination 
attractions  throughout  the  region  and  woric  as  partners.  They  will  jointly  market  and 
share  a  central  reservation  system  to  lure  tourists  to  the  region  and  to  their  respective 
attractions.  The  "information  highway"  will  be  a  major  tool  in  the  reservation  system. 

Since  all  the  counties  in  the  region  can  be  reached  by  water,  the  waterways  of 
Northeastern  N.C.  represent  a  splendid  opportunity  to  implement  the  water-based 
tourism  by  connecting  attractions  via  an  exciting  high  speed  water  transportation 
system.  This  system  will  allow  each  attraction  to  share  the  markets  created  by  their 
collective  attractions.  In  addition,  quadrimarans  (foiir  hull  boats)  or  air  cushion  vehicles 
(whichever  are  appropriate  in  the  respective  bodies  of  water)  are  an  attraction  in 
themselves. 

Connecting  the  attractions  via  unique  transportation  systems  is  critical.  The  N.C. 
Office  of  travel  and  tourism  indicates  that  people  who  come  to  rural  N.C.  come  to  get 
away  from  traffic  jams  and  commuter  traffic.  The  last  place  a  vacationer  wants  to  be 
is  on  a  two-lane  highway  behind  a  farm  vehicle  or  a  school  bus  trying  to  get  from  one 
tourist  attraction  to  another.  Our  experience  indicates  that  they  will  not  do  so.  This  is 
not  unconunon  to  almost  any  remote  rural  area.  Western  N.C,  for  example  is  ahnost 
identical  to  Eastern  N.C.  except  they  have  mountains  and  we  have  water.  Instead  of  a 
high  speed  water  transportation  system  such  as  the  one  proposed  for  Northeastern  N.C, 
their  solution  to  this  problem  is  the  very  successful  Smoky  Mountain  Railroad.  Like 
our  proposed  high  speed  water  transportation  system,  the  raib-oad  is  an  attraction  in 
itself,  and  many  formerly  remote  and  poor  communities  have  flourished  along  the  route 
of  the  railroad. 

Rural  tourism  works  best  with  a  regional  approach  because  the  communities  in  rural 
America  are  generally  too  remote,  to  small,  too  sparsely  populated,  and  are  usually  not 
easily  accessible  from  major  interstate  or  state  highways.  This  being  the  case,  it  is 
important  that  legislation  that  might  facilitate  rural  tourism  recognize  that  this  signifi- 
cantly increases  population  and  land  area  to  be  covered  by  a  comprehensive  tourism 
strategy. 

The  Federal  Budget  Reconciliation  Act:  Provisions  to  Establish  Empowerment  Zones 
and  Enterprise  Communities;  for  example,  states  that  the  maximum  population  for  a 
Rural  Empowerment  Zone  is  30,000  residents.  The  strategy  we  propose  will  impact 
300,000  in  sixteen  northeastern  N.C  counties.  The  Act  fiirther  states  that  the  designated 
areas  (zones  and  communities)  not  exceed  1000  square  miles,  and  that  they  must  have 
boundaries  that  are  continuous.  Our  strategy  covers  well  in  excess  of  1000  square  miles 
and  many  of  the  counties  are  separated  by  water. 
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The  sixteen  counties  included  in  the  Northeastern  N.C.  Economic  Development 
Action  Area  were  included  because  of  common  demographics  and  common  marketable 
characteristics  and  therefore  the  potential  for  a  common  strategy  for  development.  Our 
regional  strategy  allows  the  remote  rural  communities  and  small  towns  of  the  region  to 
work  as  a  single  agglomerate  economy.  Only  through  regional  cooperation,  aided  by 
high  speed  networks  (water  transportation,  information  higliway  and  central  reservation 
systems),  can  the  dispersed  population  of  rural  areas,  divided  by  great  bodies  of  water 
or  land,  hope  to  compete  with  compact  industrial  parks  and  tourist  centers. 

We  therefore  recommend  that  in  the  case  of  the  Federal  Budget  Reconciliation  Act, 
The  Enterprise  Board  which  is  charged  with  developing  the  specific  selection  criteria 
for  designating  the  empowerment  zones  and  enterprise  communities,  use  its  legislative 
authority  to  waive  those  provisions  of  this  Federal  law  to  achieve  the  purposes  of  the 
Act  with  respect  to  implementing  strategic  plans.  We  further  recommend  that  in  the 
future,  regional  approaches  to  economic  development  (within  state  boundaries),  be  a 
consideration  when  developing  selection  criteria  for  participation  in  rural  economic 
development  programs. 

I  have  attached  a  map  that  illustrates  the  evolving  tourism  development  strategy  for 
Northeastern  North  Carolina.  1  have  also  attached  a  schematic  that  illustrates  the  roles 
of  the  private  and  public  sectors  in  the  development  of  this  or  any  other  economic 
development  strategy. 

I  would  be  happy  to  respond  to  your  questions. 


Respectfully  Submitted^ 

Bunny  Sanders,  Director,  Tourism  Development  Office 
Northeastern  NC  Economic  Develoment  Commission 
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On  behalf  of  Governor  James  B.  Bunt/  Secretary  of  Commerce  S. 
Davis  Phillips,  Deputy  Secretary  of  Commerce  Robert  Goodale,  and 
the  travel  industry  of  North  Carolina,  I  welcome  you  to  our  great 
state  and  one  of  its  premier  cities,  Wilmington. 

I  want  to  personally  thank  you  for  recognizing  the  importance 
and  potential  of  the  travel  and  tourism  industry  as  an  economic 
development  tool  for  this  country.  With  your  understanding  and 
support,  this  industry  can  increase  small  business  development, 
revenues,  jobs,  tax  collections,  and  the  quality  of  life  for 
virtually  every  state  and  community  in  this  country. 

The  Importance  of  Travel  and  Tourism  to  Worth  Carolina 

Permit  me  to  tell  you  about  the  travel  industry  of  my  state. 
North  Carolina. 

Travel  and  Tourism  is  big  business  in  North  Carolina.  In 
1992,  it  was  a  7.3  billion  dollar  industry  with  an  annual  payroll 
of  over  2  billion  dollars  and  over  255,000  jobs.  In  addition,  it 
generated  over  162  million  dollars  in  local  and  289  million  dollars 
in  state  tax  revenue. 

Travel  and  tourism  is  the  second  largest  industry  in  North 
Carolina  and  can  be  characterized  as  consisting  of  over  2,100 
lodging  properties,  over  47,000  guest  rooms,  244  private  camp 
grounds,  450  attractions,  numerous  businesses,  and  over  85 
destination  marketing  organizations.  Revenue  from  the  state's 
oqIoo  and  uoo  tan  (»»  ^Ka  Isil^iKg  iniua^vy  «r&a  30.  C  millid.n  jI.!.11al'ji 
in  1992,  while  the  food  service  industry  generated  179.3  million 
dollars  in  tax  revenue.  Without  question,  travel  and  tourism  is 
an  industry  that  contributes  to  the  economic  vitality  and  the 
quality  of  life  available  in  the  state. 

The  mission  of  the  North  Carolina  Division  of  Travel  and 
Tourism  is  to  continue  and  enhance  the  economic  value  and  quality 
of  life  in  North  Carolina  for  both  residents  and  visitors  through 
a  marketing  program  designed  to  inform  people  about  the  amenities 
and  travel  opportunities  available  in  the  state.  Consistent  with 
this  mission  are  the  objectives  and  specific  action  plans  which 
have  been  developed  and  will  be  implemented  over  the  next  five 
years  as  part  of  a  proactive  marketing  plan. 

From  1992  through  the  year  2000  the  travel  industry  will 
experience  slow  growth  as  the  economy  improves  and  the  traveling 
public  restructures  its  priorities  toward  personal  and 
materialistic  goals.  Travel  and  Tourism  in  the  United  States  is 
projected  to  grow  at  a  moderate  rate  (4.0%+).  North  Carolina  has 
the  opportunity  to  capitalize  on  this  potential  for  growth.  In  an 
effort  to  help  you  better  understand  the  importance  of  destination 
marketing,  I  want  to  share  with  you  a  summary  of  the  action  plans 
in  our  5-year  marketing  plan  which  includes: 
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*  Develop  targeted  advertising  meseagee  for  markets  which 
offer  the  most  potential  for  growth.  These  markets  Include  the 
Vacation  Travelers  and  the  Leisure  Traveler.  Six  sub-groups  within 
these  two  markets  include: 

The  Mature  Market 
Weekend  Traveler  Market 
Business  Traveler 
Outdoor  Recreation  Market 
International  Traveler 

*  Produce  excellent  quality  travel  literature  which  attracts 
travelers  and  provides  useful  information  which  will  enhance  a 
traveler's  image  of  North  Carolina  as  a  destination. 

*  Implement  media  promotion  programs  which  increase  the 
awareness  among  potential  visitors  of  the  year-round  travel  and 
vacation  opportunities  available  in  North  Carolina. 

*  Expand  the  division's  Group  Tour/international  Program  to 
increase  the  number  of  visitors  and  travel  revenue  resulting  from 
visitor  spending.  The  program  expansion  will  focus  on  creating 
an  awareness  among  group  tour  operators,  travel  agents, 
international  travelers,  and  convention  planners  of  the  amenities 
and  opportunities  available  in  Korth  Carolina. 

*  Enhance  the  Travel  Industry  Programs  offered  by  the 
division.   Specific  efforts  will  inoludei 

Improvement  of  the  effectiveness  of  the  Tourism 
Matching  Funds  Program. 

Providing  technical  assistance  to  destination  marketing 
organizations  and  other  groups  who  are  developing 
marketing  programs. 

Maintain  channels  of  conimunication  between  the  division 
and  the  tourism  industry. 

Educating  the  tourism  industry  and  the  general  public 
about  the  importance  of  travel  in  North  Carolina. 

*  Maintain  and  expand  seirvices  provided  to  potential  travelers 
and  actual  visitors  to  North  Carolina  through  the  Interstate 
Welcome  Centers  and  the  division's  inquiry  response  progreun. 
Specific  actions  which  will  contribute  to  the  expansion  of  these 
services  include: 


centers. 


Acquisition  and  investment  of  resources  in  the  renovation 
of  existing  welcome  centers  and  the  building  of  new 


Review  the  operations  and  communication  function  of  the 
centers  and  make  adjustments  to  insure  the  effective 


168 


die semination  of  accurate  and  useful  travel  information 
to  visitors  to  North  Carolina. 

Continue  to  provide  useful  and  current  information  to 
potential  visitors  through  the  telephone  response  staff 
at  the  North  Carolina  Women's  Correctional  Facility. 

*  Develop  and  maintain  a  research  program  which  provides  data, 
information,  and  research  results  which  can  be  used  by  the  division 
to  guide  the  development  of  promotional  programs.  This  research 
program  will  follow  the  goals  and  objectives  outlined  in  the 
division's  Five-Year  Research  Plan.  The  plan  will  be  updated  in 
1995.  A  critical  part  of  the  plan  includes  the  monitoring  of 
changes  in  North  Carolina's  market  share  relative  to  competitor 
states. 

*  Communicate  research  results  to  the  general  public  and  the 
tourism  industry  through  newsletters,  mailing  to  destination 
marketing  organizations,  the  Mid-Year  Marketing  Updates,  and  the 
Annual  Governor's  Conference  on  Travel  and  Tourism. 

*  Provide  technical  assistance  and  travel  market  development 
information  to  regional  marketing  organizations,  especially  rural 
and  minority  communities  seeking  assistance  in  the  development  of 
local  travel  markets  and  urban  organizations  searching  for  ways  to 
improve  existing  travel  marketing  programs.  The  assistance  will 
be  provided  through  workshops,  training  sessions,  and  seminars 
conducted  by  division  staff. 

*  Continue  to  provide  educational  and  technical  assistance  to 
enhance  the  ability  of  destination  marketing  organizations  in  the 
state  to  effectively  promote  themselves  and  attract  visitors. 

*  Increase  the  number  of  staff  in  the  division  to  insure  the 
successful  implementation  of  promotional  programs  targeted  at 
identified  markets.  Additional  staff  will  also  insure  that  the 
division  can  compete  with  similar  divisionB  in  competitor  states 
in  the  Southeast. 

This  five-year  marketing  plan  is  based  on  the  identification 
of  the  trends  and  factors  which  will  Influence  travel  and  tourism. 
The  programs  and  actionB  outlined  in  this  executive  summary  are 
presented  in  greater  detail  in  the  full  plan.  The  summary  and  the 
plan  represent  a  commitment  by  the  North  Carolina  Travel  and 
Tourism  Division  to  work  diligently  and  effectively  to  insure  that 
the  travel  industxy  will  continue  to  contribute  to  the  economic 
vitality  and  quality  of  life  of  the  Tar  Heel  State. 


In  todays  competitive  travel  and  tourism  marketplace,  most 
states  recognize  the  economic  potential  of  this  industry  and  are 
striving  to  develop  it.  To  that  end,  most  have  developed 
comprehensive  programs  similar  to  North  Carolina's. 
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An  important  element  to  the  success  of  travel  and  tourism 
development  for  America  is  partnerships.  Travel  and  tourism  is 
economic  development  in  its  purest  form.  It  is  an  excellent 
example  of  public/private  partnerships  at  work. 

On  the  national  level,  the  United  States  Travel  and  Tourism 
Administration  promotes  the  nation  as  a  whole,  as  well  as  engages 
in  development  of  policy  that  will  favorably  impact  travel  and 
tourism  to  and  from  the  United  States.  Given  the  impact  of  this 
important  industry  on  the  economy  of  our  country,  it  is  extremely 
regrettable  that  the  federal  agency  responsible  for  travel  and 
tourism  development  is  not  only  poorly  funded,  but  is  forever  in 
danger  of  losing  its  funding. 

States  are  primarily  involved  in  promotion;  however,  as 
tourism  evolves,  the  need  for  varying  levels  of  assistance  to  small 
and  large  communities  is  clearly  evident,  jjocal  leaders  are  trying 
to  obtain  information  on  the  positive  and  negative  effects  of 
tourism  including  but  not  limited  to  the  real  financial  impacts 
tourism  allows.  They  question  what  type,  how  many,  and  how  stable 
are  the  jobs  created.  What  skills  are  required  to  fill  these  jobs? 
How  much  revenue  is  possible  both  to  the  businesses  providing  the 
array  of  traveler  services  and  the  various  taxes  collected?  How 
can  individual  communities  work  together  to  achieve  greater  success 
in  their  marketplace?  If  assistance  is  to  be  provided,  we  must 
employ  experts  in  the  field  of  tourism  to  work  with  leaders  on  the 
local  level. 

Officials  and  community  leaders  on  the  local  level  often 
overlook  tourism  as  a  viable  industry.  We  need  community 
understanding  (at  all  levels  -  national  down  to  local)  as  to  what 
tourism  can  and  cannot  do  to  stimulate  economic  development  and 
most  importantly,  quality  of  life. 

At  the  federal  level  there  are  important  initiatives  I  would 
like  to  mention.  The  United  States  Travel  and  Tourism 
Administration  is  to  be  commended  for  its  efforts  to  recognize  the 
multitude  of  natural,  historic,  cultural,  and  recreational 
resources  in  rural  America,  and  to  assist  in  developing  a  tourism 
product  that  will  not  only  welcome  domestic  and  international 
visitors,  but  ensure  that  their  experience  is  fulfilling. 

The  National  Scenic  Byway  Program  has  influenced  states  to 
organize  themselves  and  take  the  lead  and  responsibility  for 
investigating  the  potential  of  scenic  and  historic  transportation 
routes  as  tourism  resources.  These  routes  provide  opportunity  to 
contribute  to  the  economy  of  communities  within  these  corridors, 
and  protect  the  integrity  of  these  often  fragile  resources.  It's 
unfortunate  that  the  small  amount  of  money  that  was  available  to 
states  from  the  ISTEA  fund  is  soon  to  dry  up  as  the  National 
Commission  will  be  funding  only  those  byways  that  receive  national 
designation. 
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